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about a promotion that! 


cause a commotion 





Watch for Holmes & Edwards’ salesmen... 


on the road, now, with profit-making plans! Or write, direct, to: 


HOLMES & EDWARDS | 


Sterling Inlaid Silverplate 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY. MERIDEN. CONN 

















Right in the heart of the European diamond market we have our own offices constantly 


combing the markets to bring you the best values in fancy cut diamonds available. 


That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET « CHICAGO 2, ILLINOIS + PHONE: ANDOVER 3-7447 
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On page 44 is a review of the stain- 
less flatware market, accompanied 
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less patterns. On page 100 is a series 
on china, glass and giftwares and 
their importance to the jeweler. 
("Ebb Tide" china pattern by Havi- 
land; the footed tumbler by U. S. 
Glass Co., and the stainless flatware, 
“Facette,' is by Gense. Background 
photo by Lew Parrella and table- 
ware photos by Max Richter.) 
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... until you've seen what 


Sane 


offers in NEW 


- STYLING 
- FEATURES 

- PACKAGING 
*PROMOTION® — °c te 


and most profitable Christmas 





program in the history of 


the industry ! 


HAMILTON WATCH COMPANY + LANCASTER, PENNSYLVANIA 
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LONG EXPERIENCE 


when 
all 


IS SUPER-ACCURATE EQUIPMENT 


said 
and 
done 


ESTABLISHED REPUTATION 


accurate returns >... 
are what you want 
from your REFININGS 


Yes sir—when it comes to your REFININGS, 
the one thing you’re interested in is this — 
that from every lot you send out, you get an 
accurate return for every bit of precious 
metal value it contains. 

But don’t forget this — before an accurate 
return can be made, your Refiner must be 
able to extract from each lot every last frac- 
tion of value it contains. This calls for a 
tried and proved scientific method for treat- 
ing each different form of solid and liquid 
waste containing precious metals... plus 





WEST COAST 


3625 Medford St. 
Los Angeles 63, Calif. 


CENTRAL U. S. 


1900 West Kinzie St. 
Gees 22, lil. 


highly accurate modern equipment... plus 
highly trained and experienced shop and 
laboratory personnel...and last but not 
least — an established reputation for giving 
consistently accurate returns. 


You are sure of all these things when you 
send your refinings to Handy & Harman — 
leading fabricator and refiner of precious 
metals from coast to coast. TRY us with your 
next lot — ship it to our nearest plant — let 
the returns speak for themselves. 


AN SS Se 





New York 38,N. Y. New'York 36, N. Y. 


EAST COAST 


15 West 44th St. Bridgeport 1 
Conn, 





82 Fulton St. 425 Richmond St. 


Providence 3, R. 1. 
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FUR THE BEST IV LOCK-SET. 
(hoose K&D Lock-Sets 


/ 


Only K & B Povfece- Lock-Sets 
have these BIG 6 SALES EXTRAS! 


1 MM Completely Die-Struck . 
2 MW Maximum Durability " ‘catenins ~-~~“geaieanaee 
3 © Invisible Lock 

4 © Precision Engineered 
5 Simple to Operate 

6 © Unlimited Designs 


~~ 






The KAYBEE Lock clicks back into its invisible 










position by a simple reverse push 
K&B Porpeot Lock-Sets | 
The TRIPLE-DUTY LEADER* oy 
: Y » ay ao): 





MIG. #184/4985/1—2 Melee MTG. +186/4985/15—2 Melee MIG. #186/4985/6—Engr. 
WEDD. # 4886/1—3 Melee WEDD. # 4886/15—5 Melee WEDD. # 4886/6—Engr. 


The Matched-Set locks together—swiftly, 
surely, perfectly 


Ana 





MTG. #185/4985/13—Engr. MTG. +185/4985/16—Engr. MTG. 184/47023 / 187 
WEDD # 4886/13—Engr. WEDD. + 4886/16—Engr. WEDD. 4523/ 387 


* Style Leader ... Performance Leader .. . Price Leader 
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THE LEADING RING FINDING MANUFACTURERS 


Mi LAN ( b Ki ( ll } lt AN ( Jor Quality Ladies’ and Gests* Stowe Meiags =i 


Creators and Designers of “Perfect Ring Findings” FALCON STONE RING MANUFACTURING CO., INC 
A DIVISION OF KARLAN AND BLEICHER 
136 WEST S2Nnvo STREET ° NEW YORK 19 o} 4 ioe a Mon Elo Vclome Wl oll molar 4. ict am = 
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Let their double life double your sales 


with Town & Country Elgins! 


Now, for America’s work and play life, 
Elgin brings you the new Town & Country 





line—the most beautiful waterproof, dust- 


proof, shock-resistant watches ever made! 


The women’s models are the tiniest, the 
men’s the thinnest you have ever seen. 
And the choice of shapes and styles is the 
widest ever seen in waterproof watches. 


Everybody is your Town & Country 
prospect, and Elgin is telling everybody 
about them with the most spectacular 





promotion in the industry 


your TV show, 
The Elgin Hour. j 
Let their double life double your sales! 


CF Every Elgin has the heart that never breaks, 
the guaranteed DuraPower Mainspring. 


Now Toun & Cowitiy watshos by F | (| fN 
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the brilliant, all-new 
Baker Vee Flare 4-prong setting 


Never before a setting so distinctively advanced in styling. A fluid combination of light 
delicate lines and gracefully flared reflective surfaces that cradle the diamond. Rectangular 
prongs converge to form deep outside flares . .. magnify and enhance the splendor of the stone. 


Die-struck in 10% Iridium-Platinum, Jewelry Palladium and Gold. 








mplete range of 11 sizes up to 3 Carat. 
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BAKER 


& COMPANY, INC 






PRECIOUS 113 Astor Street 
METALS Newark 5, New Jersey 





NEW YORK . SAN FRANCISCO . CHICAGO ° LOS ANGELES 
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HERE’S OUR 


=< = ' 
MSS 1614........ $15.75 set 
= a i ee 6.00 each 
S |, ree 9.75 pair 
, @aa@ COLORS AVAILABLE . 





red and blue stone 


YOUR LURE ... FOR 
A RECORD CATCH 













MSS 184....... $16.50 per set 
SS TK 18.... 6.50 each 
oo Gi, 18..... 10.00 pair 


Sterling banded with Genuine 
French enamel — red and black 
or 2 tone blue 





MSS 1824........ $10.50 set 












tardy i $14.25 set 
So te i7s...... 5.25 each 
se th. O76........ 9.00 pair 
COLORS AVAILABLE 
red, blue and jet stone 


@ 


All prices Suggested Keystone plus tax 


R.F. 


ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 60 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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24 Diamonds 
#1412 


132 Diamonds 
#1423/203 





19 Diamonds 
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the smart Jeweler makes the 
rofitab ith Bristol: 
_ proritable sale with Bristols 
36 Diamonds 
#1410 
106 Diamonds 
#1405/201 
i 7 | 
Every jeweler’s ring profits depend upon his 
making an important ring sale. Bristol now 
makes it possible for you to make that sale easier 
and more frequently with their exceptional 
new line of beautiful wide diamond wedding rings. 
Here’s why: 24 Diamonds 
Bristol's prime manufacturing facilities 
mean lower prices for really fine quality 
diamond wedding rings. 
Bristol's high quality standards and original 
styling mean easier sales and long-lasting 
customer satisfaction. 
To retail from $79.50 
Large selection available on memorandum. 
. Please sndicate price range, metal and fmger size where 


possible, —. : 32 Diamonds 






139 Diamonds 
#139/203 





Mats available on request. 


In 14K Gold, Palladium 


and Platinum 
b b , BRI TOL BRISTOL SEAMLESS RING COMPANY 
your best buy is 71 Nassau Street, New York 38, N. Y. 


FOR JUNE, 1955 


Rings enlarged to show detail. 
























T'S WATCH 

INSPECTION 

“WARM-UP” 
TIME! 


Time to get your Watch Service 
Department ready for new summer profits. 























































Here’s How to Make the warm-weather months look good in your 
ledger! For, there are plenty of profits if you take advantage 
of the expert repair work you offer in your Watch Service 
Department . . . including the exclusive use of genuine parts 
for Swiss jeweled-lever watches! 

Customers Need to Be Reminded! ‘Tell them to take time to keep 
their watches on time — especially during these months of 
active, outdoor living! Yes, when you suggest a watch check-up, 
you bring extra traffic to your store. 

And Here’s a SALES Extra, Too! Now’s the time to highlight the 
many Swiss-made special-feature watches you stock, such as 
self-winding and sports watches. There’s a special watch for 
virtually every customer, so be sure to show them all... and 
watch sales go up! 
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Time to set up your store and staff for the 
Seventh Annual Watch Inspection Time—Sept. 8-17. 


Service Department Volume Has Almost Doubled since 
“Watch Inspection Time” was introduced in 
1949! So, be sure your store is geared for a boost 
in watch inspection and repair! Plan now for the 
new “Watch Inspection Time” promotion. As 
always, you can count on a variety of promotion 
material from The Watchmakers of Switzerland. 


A Special Display will highlight this year’s “Watch 
Inspection Time.” Reserve your store window 
for it, because it will be a stopper that’s sure to 
send regular customers and potential customers 
into your store. 

An Exciting Contest is another feature of “Watch 


Inspection Time.” You can win a valuable prize 
from The Watchmakers of Switzerland! 





Newspaper Ads in mat form are being prepared by The Watchmakers of Switzerland to 
tie in with “Watch Inspection Time,” too. For extra customer attention, a full-color 
advertisement will be published in the Reader’s Digest in advance of this promotion, 
featuring Norman Rockwell's beloved painting “The Watchmaker.” 


LOOK FOR OUR AUGUST AD IN THIS 
MAGAZINE FOR ALL INFORMATION ABOUT 
THIS YEAR'S “WATCH INSPECTION TIME,” 


AND PLAN NOW FOR THE CUSTOMER TRAFFIC 
THAT IT’S SURE TO SEND YOUR WAY! 
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The WATCH MAKERS OF SWITZERLAND 
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For the gifts youll glue with pride—let your jeweler be your guide. 
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NOW-TESTED & PROVEN 


by the nation’s foremost 
independent research organization 


Qt Custom Yt . rigs 


SUPERIOR IN DIAMOND HOLDING STRENGTH 
by 57.7% OVER CONVENTIONAL MOUNTED DIAMONDS 


from the report 


io 
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+," setting 


"Custom 9e a setting 


convention 
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Sell Duet Custom Set* rings in complete confidence. No other line of rings offers you 
the same unique money-saving and time-saving advantages. 


ONE CENTER DIAMOND IS ALL YOU NEED STOCK FOR A COMPLETE RANGE OF DUET 
CUSTOM SET RINGS. SET THE DIAMOND YOURSELF .. . IN LESS THAN '2 MINUTE! 


Consider this in terms of lower diamond inventory . . . increased on-the-spot remount sales 
. additional capital for more extensive ring selections and increased ring sales potential. 


From any point-of-view Duet Custom Set represents the most profitable ring line in the country. 


Mats and descriptive literature available on request. 


1 Complete report in our files available for your inspection. 


* Patent Pending 


Sold only through authorized distributors. 
Write us for name of your nearest distributor 


KUSHNER & PINES INC. 15 West 47th St., N.Y. 36, N.Y. 











the amazing 


ty ut Cusem Yt "rings 


that you can set yourself 
IN SECONDS! 


One center diamond is all you need for any number of Duet Custom Set* rings. 
1. Show your customer the Duet Custom Set* ring line. 


2. Transfer the one center diamond from ring to ring easily . . . quickly, until a 
final choice is made. 


3. Permanently set the diamond in less than 2 minute . . . while your customer 
waits! 


ONLY SAVE YOU TIME 
. . | SAVE YOU MONEY | 
Gut Cason Yet "778° SAVE YOU EXPENSIVE DIAMOND INVENTORIES 
MAKE ON-THE-SPOT REMOUNT SALES 





IT iS NOW POSSIBLE TO Approximate Total Present 
INCREASE YOUR RING Retail Center *No.of Quantity Rings Cost for 
SELECTION FOR INCREASED bce Diamond Styles in Each in Price Center 
SALES POTENTIAL and =| t,t, nk tt 
still reduce your center 100.00 15 Cb ; 108.00 


diamond inentory by 125.00 18. 12 288.00 
more than 80%. ll 150.00 200. 12 336.00 


*Patent Pending 17500 _—25Ct. 12 444,00 
200.0030. 12 576.00 
250.00 _—.35(t. 720.00 
3000040. 432.00 
400.00 ASC. 344.00 
500.00 «SOC. 400.00 
600.00 60. 260.00 
700.00 _—70Ct. 410.00 
TOTALS: $4390.00 
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Sold only through authorized distributors, Write us for name of your nearest distributor 


KUSHNER & PINES INC. 15 West 47th St., N.Y. 36, N.Y. 





HAND CARVED 
FOR THE HAND BELOVED 


Matched Wedding Ring Sets 


exclusively 


designed by 


Biek/ Gar? 


Each set is a portrait of HAND CARVED loveliness ... each set 
the original creation of jewelry designer Fred Barel, famous 


throughout the nation for his superb master artistry. 


BAREL BRIDALS are your best buys and best sellers because 
they are superior in craftsmanship and un-surpassed in 
value. Naturally, they are the choice of modern brides 
and grooms who recognize ... and insist on... HAND 


CARVED matched wedding ring sets of distinction. 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request 


24-Hour Service On All Special Orders 
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SETTINGS 
and 
SHANKS IN 


SERIES 485 SERIES 800 


GOLD-PLATINUM-PALLADIUM 


Write for Free Illustrations of Various Styles 

















SERIES 440 





HONESTY ACCURACY 
KARAT J REFINERS & SMELTERS ‘ JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON wc. 


25 West 47th St. ®@ Phone JUDSON 2-3095 @ # New York 19, N. Y. 
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YES, we have it! Ask for No. 41 


16 


SOMETHING FOR THE SALESMAN 
SOMETHING FOR THE SHOPMAN 


For the salesman Ballou’s No. 40 offers a 


hinged action that is different, — a mark of 
distinction, a talking point. 
For the shopman No. 40 offers a chance for 


hard, practical standardization. All cuff link 


plaques can go through processes involving 
enameling, heat, and liquids without special 
handling to protect the spring. Our riveted 
joint can save plenty in the shop. Available 
in Gold, Sterling, 1/20 12K G.F. and Nickel. 


FINDINGS— 


SOLO TO THE MANUFACTURING TRADE 


The Foundation of Good Jewelry 


B. A. BALLOU & CO. INC., 61 Peck St., Providence 2, R. I. 
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What's going 
on in 2104-A ? 





It’s terrific! It’s Sensational! Something you can’t 
afford to miss! An unusual new setting will be 
unveiled in Room 2104-A at the National Jewelry 
Fair in Chicago. It’s a ring designed to build the 
greatest diamond sales in your history . . . created 
by FIANCEE! Please visit us in Room 2104A. 


GOLDSTEIN-GERSON CO. ING. creators of FIANCEE INTERLOCKING DIAMOND RINGS 


130 WEST 46th STREET NEW YORK 36, N. Y. 


ea The House of Fishtails 
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Orange Blossom’s 1955] 
advertising appears 

in many national 
magazines. 


One of the first 
Orange Blossom ads 
40 years ago. 


Ohinye CAlosom TRADITION 
CO 


nsistently advertised 
longer than any 
other ring line 


If you were to search old library files, you’d find many ring 
brands that were once advertised and are now forgotten. 
Even many of those brands seen today will be gone tomorrow. 


Yet, out of this flux emerges the historical strength of 

one ring line — Orange Blossom. First to be nationally 
advertised. Most consistently advertised through the 

years. For generations, building a quality reputation. 


No other ring line can offer such a solid foundation 
of acceptance — and assurance of future promotion in behalf 
of its dealers. This successful history naturally makes 


each dealer franchise both profitable and coveted. Can you 


afford to settle for less? 


oe 
MEX 
iy 
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— 


oe 
It, bu 


a new concept in 
bonus merchandising 


It is natural that Traub be the first to offer a Dealer 
Participation Plan. It is most liberal, placing em- 
phasis where it belongs — on the individual advertis- 
ing and merchandising problems of each dealer. 


Ask about it. 
Change Cbsum RING CREATIONS 


+t Rr A DO SS 


1934 MCGRAW AVENUE 


M A N U 


FA Cc tT UR t N G c oO mM P A N YF 


DETROIT 8, MICHIGAN 
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ICOM os.ccscrose COMPANY, INC. 


a =e 567 Fifty-Second Street, West New York, New Jersey. 


CANADIAN FACTORY: 91 Brandon Avenue, Toronto 
MONTREAL OFFICE: 1449 St. Alexander Street 
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AKRON, O.............. Akron Crystal Service 


ALBANY, N. Y........ : M. Levitz & Co. 
ATLANTA, GA.......... Supreme Watch Material 
BALTIMORE, MD....... The Crystal House 
BOSTON, MASS... C. W. Somers & Co. 

Morris Strauss 
BUFFALO, N. Y. Niagara Jiry. Supply 
CANTON, O. Harvey JIry. Co. 
CHICAGO, ILL. Art Watch Crystal 


Emil Braude & Sons 
Neuberger Sales Co. 
Henry Paulson 
Feinstein Bros. 


Swartchild & Co. 


CINCINNATI, O...0000000000000......Geo. W. Schwab 
CLEVELAND, O......... Colman Bros. 
DALLAS, TEX. Wm. R. Katz & Co. 
DENVER, COLO. ....United Tool & Material 
DETROIT, MICH. M. Beresh 
Harry Nest 

DULUTH, MINN. Julius Garon 
HARRISBURG, PA. E. E. Fisher 
HOUSTON, TEX.......................Ben Gayman ‘Co. 
KANSAS CITY, MO. Landers JlIry. Co. 
Cari R. Shaffer 

H. C. Walker 

KNOXVILLE, TENN........ Alexander Herbst 


LOS ANGELES, CALIF. Cordova Jlry. Co. 
Garr Sales Co. 

Eastern Whlse. Jlrs. 

Linn & Howard 

E. W. Reynolds Co. 


R. T. Smith 

MEMPHIS, TENN. Russell Supply 
Carter & Lowry 

MIAMI, FLA. Hirsch Jlrs. Supplies 
Miami Diamond Center 

MILWAUKEE, WISC......... ....Emil E. Beyer 


MINNEAPOLIS, MINN. C. R. Leeds & Co. 
NEW BEDFORD, MASS. Jewelers Service 
NEW HAVEN, CONN. Elm City Mfg. Jlrs. 


NEW ORLEANS, LA. Cobron Co. 
Dixie Watchmakers Supply 

New Orleans Jlrs. Supply 

NEW YORK CITY, N. Y. Krieger & Dranoff 
C. Scheuer Co. 

Phillip Sloves & Sons 

Tela-Time Supply 


NORFOLK, VA.....Norfolk Watchmakers Supply 


OAKLAND, CALIF. Diamond Co. 
Guaranty Watchmakers Supply 
OKLAHOMA CITY, OKLA. Berkey Bros. 


PHILADELPHIA, PA. American Watch Crystal 
Ed-Mar Watch Supply 

Keystone Jlrs. Supply 

Swiss Watch Supply 


PHOENIX, ARIZ. F Langert Bros. 
PITTSBURGH, PA. Ray Gaber 
PORTLAND, ME. ....Pine Tree Jlrs. 
READING, PA. Walter J. Gipprich 


SACRAMENTO, CALIF. 
Strutz Watchmakers Supply 


SAINT LOUIS, MO. Geo. S. Blau 
Miller Bros. 

The Nest Co. 

SAN ANTONIO, TEX.......B. M. Hammond Co. 
SAN DIEGO, CALIF. The Janmar Co. 


SAN FRANCISCO, CALIF. 
Williams & Petersen 


SEATTLE, WASH. W. T. Hoyt 
SPOKANE, WASH. Maguire Supply House 
TOLEDO, O. Toledo Jlrs. Supply 
TUCSON, ARIZ. McGuire's 
WASHINGTON, D. C...Greenan Watch Supply 
WICHITA, KAN. LL. Js Pracht, Jr. 


WINSTON-SALEM, N. C.....Fitall Watchmakers 
JACKSONVILLE, FLA...........J. T. Knott & Son 
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Act today. Take advantage of the 
free offer on Naomi Ring Locks. 
See one of the Certified Naomi 
Dealers listed at the left. Buy | 
dozen Naomi Ring Clasps... ask 
for free coupon...fill it in...and 
receive 2 dozen Naomi Ring Locks 
FREE! While you are there make 
sure to ask for the NEW NAOMI 
Jewelers Findings Catalog. 





SMALL #2 LARGE #1 EXTRA LARGE #0 
14 Kt. Gold 14 Kt. Gold 14 Kt. Gold 


$5.25 per card of 6 $5.75 per card of 6 $6.25 per card of 6 
1/20-12K GF 1/20-12K GF 1/20-12K GF 
$3.10 per dz. $3.90 per dz. $2.00 per card of 6 


Order No. 12 for assortment of dual ring clasps 
(Sizes #1 and #2 on card) Priced as follows: 





14 Kt. Gold $5.50 per card of 6 
1/20.12K GF $3.50 per dozen 


NAOMI 2m: 
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REWARDS equal to MERIT 


The retail jeweler enjoys a proud position in the market. 
He is the prime mover of fine quality merchandise. He 
gives generously of his time, intelligence and the experi- 
ence of his years in the business . . . with the result that 
his name is respected in the community, and his counsel 
is sought in the buying of important gifts. 


Forstner salutes the contribution of the retail jeweler 
and pledges him every support in gaining a just reward 
for his efforts. : 


For that reason, the distribution of Forstner fine 
quality jewelry is concentrated in the hands of a select 
group of wholesalers who can most help the retail jeweler - 
maintain this enviable position. Forstner protected dis- 
tribution promotes the right of the jeweler to hold exclu- 
sive sway in the domain of fine jewelry . . . the field of his 
richest opportunities. 


A list of Authorized Forstner 
Wholesalers Available on Request 


FORSTNER CHAIN CORPORATION ¢ IRVINGTON 11, NEW JERSEY 


Jovedne, 


JEWELRY’S NAME FOR QUALITY 
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TO GET OVER THAT SALES 


% BD apvertiseo 


LIFE 


For bigger sales, feature all three in your advertising 
and store displays, (1) the name of your store, (2) 
the name of a famous brand advertised in LIFE, 
(3) material that shows the product is advertised 
in LIFE. Promoted together, they represent 
the most powerful sales combination in history. 





MORE PEOPLE READ LIFE EVERY WEEK THAN ANY OTHER MAGAZINE. 
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OF FEATURE RINGS! 


Every step in the creation of a Feature Ring requires precision 
handwork. Every mounting is painstakingly tooled to bring 
out the fine details which distinguish Feature Ring designs. 
This is the “secret ingredient” which gives Feature Ring 
mountings that quality, hand-made look. 

And the hands are the hands of men, chosen for their 
skill and wise in the art of making mountings that meet with 
universal acclaim. 


As an added protection, we inspect every Feature Ring, 
after every single stage of production! 
“Well made is half sold’. 


No wonder you — the jewelers of America — have come 
to depend on the quality of Feature Ring mountings and no 
wonder you look to the name Feature Ring for such exclusive 
features as our Feature Lock interlocking sets and our striking 


new Beauti-glo settings. 


DIAMOND RINGS 





® INTERLOCKING 


Distributed Through Authorized Wholesalers 
NE. 





FEATURE RING CO., INC., 130 WEST 46 STREET, NEW YORK 36, N. Y, 
FOR JUNE, 1955 23 



























It’s a long-time habit of manufacturing 
jewelers to depend on Universal for something 
new, something different, something saleable. 
Every Universal Chain is a consummate 
blend of superior craftsmanship and good 
taste — right with modern needs — perfect 
with tomorrow’s trends. The machine-made 
inspirations — choker and bracelet 
types — shown here are merely a fraction of 
the many Universal “exclusives” now 
ready for shipment. They are available in all BSS 
metals, including aluminum, and in any +3 
quantity at very attractive prices. Deliveries 
will be prompt, but the supply is not $$ 
unlimited, so please order well in advance. 


$$ 
UNIVERSAL CHAIN CO. INC. #°5 
92 Burnett Ave., Maplewood, N. J. 
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Branch: 61 Peck St., Providence, R. I. 
9552 DCU N. Y. Office: 489 Fifth Ave. 


(“GA PESO E OH CATAL Hn c , 
Adee g # oe Member Jewelry Industry Council cd 
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9552DCU_ FILED 


9560 DCU 
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s$S$SSSSSSSSSSSH$SSSSSS5 other rings 1n your store: 
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$ Hand-carved, faceted yellow and white 14K gold 


two-tone combinations. 
$ Free This eye-arresting 3-dimensional color- 


ful velvet covered window displayer. 


$ Established factory resale 





price tags that guarantee a high, 
healthy mark-up. 


The famous Polishook serv- 
$ ice is always dependable.... 

24 hour delivery on “spe- 
cials.” 


all 
$$$ S$ S$ ya 
S$$$S$SSS 
$$5444555. 
Ss$$SS$$ SS 
NC, B$3% 
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There is a Polishook 
Salesman in your territory . . 
Write today and we'll send 

him to see you. 


K.POLISHOOK & SON core. 


216 EAST 45th STREET, NEW YORK 17, VAnderbilt 6-1664 


1 Ave. 


Nanufacturers of “Everything in Rings’’ Since 1898 


“AT OUR STORE, we stock and sell Girard ('* 4) and appealing, from the least expensive 
Perregaux in depth, because GP makes us ‘ Li9.) y, steel-case GP to the precious diamond. 
feel secure. We know GP has the simplest, ' studded GP.” 

most effective method of price-protection 


“Even more important, I feel it is a real 
in the industry. We'll never, be ‘undersold’.” 


pleasure to do business with such a fair and 
“GP prices fit the demands of our cus- | reputable company as Girard Perregaux.” 
tomers perfectly, yet the line is so broad it 


can fill practically any need, regardless ‘of ; : (; | 2 AR D Pr R R e GAUX 


price. The styles are all equally distinctive FINE WATCHES SINCE 1791 ¢ 610 FIFTH AVE. © N.Y.2 


“YOU'LL NEVER BE 
UNDERSOLD ON A ‘ 
GIRARD PERREGAUX WATCH!" 


says Mr. Oscar Kinp, Jr. of Philadelphia 
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four wholesaler 


and only your wholesaler 


can offer you 


Tessler & Weiss mountings! 


It is profitable and smart for the jeweler to buy through his wholesaler. 
This—the world’s largest factory devoted exclusively to the manufacture 


of die struck mountings—is the dynamic proof. 


Tessler & Weiss inc. 2389 Vaux Hall Road, Union, ew Jersey 





TODAY storing vave Goll 
aa OME starring Arlene Francis : 
T O N I G H a Starring Steve 


increase in ONEIDA sales with 


Jerome M. Wilson, of Wilson’s-Leading Jewelers of 
Syracuse, writes: 


“We here at Wilson’s-Leading Jewelers feel that we 
can trace the increased sales movement in Community 
Plate in good part directly to the company’s advertis- 
ing on NBC’s enterprising HOME show.” 


Whether it’s Community Plate or other jewelry store 
items ranging from diamonds to watch bands, T-H-T 
sells in volume for retailers. T-H-T activates con- 
sumer demand, because T-H-T means: 


e the stars themselves do the selling 


e identification with big, popular network TV 
programs 


point-of-sale support by NBC’s “big star” 
merchandising 


For advertisers, T-H-T means unlimited flexibility... 
can be used as needed. And T-H-T delivers huge Class 
A audiences (15,800,000 different viewers over a 4- 
week period) at rock-bottom Class C rates— with extra 


discounts easily earned. From now to September 2, 
T-H-T offers advertisers additional values with its 
money-saving Summer Incentive Plan. 


TODAY-HOME-TONIGHT...the important new way 
to put the excitement, prestige and sales impact of 
BIG network television programming to work selling 
jewelry store merchandise. 


EXCITING THINGS ARE HAPPENING ON 


NIBIC Television 


a service of ) 


Jewelry Store Product Advertisers: To find out how flexibly and 
economically you can buy T-H-T, separately or in combination, no 
matter what the size of your ad budget is, call your NBC Representa- 
tive, or write to T-H-T, NBC, 30 Rockefeller Plaza, N.Y.C. 
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IF YOU’RE SELLING 


WATERPROOF 


go 
ea * 
Bis ad 





WATCHES... 


‘ch Case Factory 
st modern, -fully- 
plant—almost 1 
ock in size. 


I1.D. WATCH CASE CO., INC. 


Serving Watch Manufacturers and Importers Exciusively Since 1910 
GENERAL OFFICES AND FACTORY: 
137-11 90th Avenue, Jamaica, L. |. * JAmaica 3-8700 
NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGO 


OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. Ravven, 215 West 
Sth St.* EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 15 Maiden Lane, New York, N.Y. 





watch cases... 


they’re the best . 4 
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follow America’s leading watch 
manufacturers — feature I.D. 
water-proof watch cases... 
exclusively! 

Take the cest-seliing watches in any 
jewelry store and examine the cases. fin 
most cases you wil find they bear the 
trade-mark of certified water-proofing... 


the 1.0. name. 


here’s why! 


whether it’s the fine. wafer-thin case or a 


heavy-duty. flange back... it’s precision 


_made by 1.D. expert craftsmen in one of 


the most moeern, superbly equipped plants 
in the U. S. Every style ... and there are 
huncreds, is mirror-lapped ...hend pol- 
ished and designec in either water resis- 
tant or waterproof cases — tested under 
Federal Trade Commission Regulations. 
This is your guarantee that they cre worry 


proof. 


1.D. features cases in chrome, steel back; 
all stainless steel; yellow aluminum, steel 
back; 10K Rolled Gold Plate, steel back; 
10K Gold Filled, steel back; and in all 
14K Gold. 


If you now sell waterproof watches that 
do not carry the |.D. quality trade. mark, 
WaT i-Me oMRiat-Mutolalthickaitia-tameliloMei-)i Malmo 
get the I.D. story. You ll be getting 100% 
protection for yourself and your cus- 


tomers, without paying one cent extra! 
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Nearest Dealer ie 
. In The Jay 
B UT do people right in your neighborhood know vouew pages : 
where your business is located, what products and ;: ye 













services you have to offer? Make certain they do by 

eae . e 9 Advertisers of branded products 
advertising adequately in the ‘Yellow Pages’ of your wae aig Ch caliente oll 
local telephone directory. prospects how to find their dealers. 











The ‘Yellow Pages’ are within easy reach of prospects 
24 hours a day, every day, in homes, offices and 
factories. They reach newcomers in town . . . remind 
old customers, too. Put this famous buying guide to 
work for you. It’s economical, and it gets results! 


LET YOUR CLASSIFIED DIRECTORY REPRESENTATIVE TELL YOU MORE ABOUT THE 
"YELLOW PAGES’. CALL HIM AT YOUR LOCAL TELEPHONE BUSINESS OFFICE. 
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“Palladium’s fine working qualities 





help us give customers more ring for the money,” 
...Ssays Byard F. Brogan 


“Very desirable!” That’s what Byard F. Brogan, quality 
jewelry manufacturer, thinks about palladium. Particu- 
larly for his gleaming white channel wedding rings with 
the exclusive polished azure... bringing out the maxi- 
mum beauty of diamonds, emeralds, sapphires, rubies. 


Writes Mr. Brogan, ‘“Palladium’s easy working quali- 
ties enable us to make a finer ring... without additional 
weight ... or additional cost. And palladium’s strength 
provides maximum safety for the stones.” 


You'll find the Brogan palladium channel wedding ring 
line “very desirable,” too. So will your customers who 
want the beauty of a white all-precious metal at no 
extra cost. 


These palladium rings are strongly backed by a pro- 
motion that carries a lot of sales influence with your 
customers. 


This promotion is two-fold. A continuous and exten- 
sive national consumer advertising campaign. And, at 
the point of sale, a free Basic Merchandising Kit. 


Here’s what you get in the kit. Booklets about palla- 


Palladium’s effective promotion pre-sells palladium jewelry, too 








dium and other precious metals . . . booklets your cus- 
tomers want to read. An easel-mounted display sign. 
Newspaper mats. A fine velvet pad. The metal-faced 
sign you see in the illustration above. 





K-6 


BYARD F.. BROGAN 

805 Sansom Street 
Philadelphia 7, Pa. 

[_] Please send me free catalog. 
[_] Please have a salesman call. 
[| I would like to receive the Basic Merchandising Kit. 


Your Name 





Company Name 





Street 











Platinum Metals Division THE INTERNATIONAL NICKEL COMPANY, INC. ttw'vorxs, x. 


FOR JUNE, 1955 
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diamond ensembles 
that lock together 
with a simple “click” 


yet may be worn - 
Separately if desired 
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114 GEARY STREET, SAN FRANC aioe: 


from $100 retail 
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{ It happened in... 


Perhaps we should have started 
“it didn’t happen in Terre Haute,” 
since we didn’t buy the store. But 
something positive came out of 
the negative. We didn’t buy the 
store, didn’t even make an offer, 
because in this particular case we 
knew our figure would not be 
what the owner should get. We 
said so frankly and advised her to 
wait and try first to sell it as a 
going business. Recently in an- 
swer to a follow-up of ours, came 
this gratifying reply, “I sold my 
store to two brothers just gradu- 
ated from watchmaking school. 
I did so much appreciate your 
advice at the time and am thankful 
to have sold it this way. Besides it 
isa real chance for two nice young 
men.”” Everyone benefited posi- 
tively from this transaction—we 
did, too, if not in profit, in satis- 
faction. How measure profit any- 
way? Such experiences are the 
very stuff reputation is made of. 


0 retail 


Stories from our 52 years’ experience with truths of just as great significance today. 





Under Our Present Policy of Strictly Enforced Fair Trade... 


More G-E Small Appliances 
are being sold than ever before! 


What does this mean to you? General Electric tailer—Jarge or small—was not observing 
is one small appliance line that is assuring you volume Fair Trade prices. 


sales . . . at a full margin of profit! 5,858 retailers— Jarge or small—have received one 


We are building fine appliances. We are pricing them or more registered letters concerning alleged 
exceptionally low. We are strictly enforcing those ‘prices violations. 
under the Fair Trade Laws. This policy has enabled 1,057 
you to sell more G-E Small Appliances than ever 
before. You’ve made a fair profit on every sale. Your 
customer hasn’t had a kick! Here’s what we're going to do... We will con- 
tinue to shop retailers in every state that has Fair 
Trade Laws. We will investigate every complaint of 
illegal price cutting by retailers on General Electric 
Small Appliances. We will seek voluntary agreement 


Here’s what we have done to protect to end Fair Trade violations wherever they occur. 


your margin of profit snk And we state that we will take legal action in every 
case where it is necessary to enforce compliance with 
the laws. 


legal actions have been taken in 24 states. 





The success of this policy for you is one reason why 
we are determined to continue our full-scale campaign 
against all price cutters. 


16,291 Fair Trade Agreements have been signed with 
retailers—/Jarge and small. 


27.573 shoppings have been conducted in 44 states— . . 7 
"wherever we had reason to believe that are. Fair Trade means Fair Profit... 


Here’s what you can do for your own future... 





Ex 
SAINI CHR, 


Every retailer who believes that the present Fair 3. Whenever he has positive evidence that a retailer 
Trade Laws can assist him in building a sound business in his area is selling any General Electric Small 
future can be a real help in the campaign by following Appliance at less than the Fair Trade price, he 
these three simple rules: should report it immediately to: 


~~; =< -s 


' , : Fair Trade Section 
1 Sign the voluntary Fair Trade Agreement which Snell Agglience Divcdion 


he receives from us. General Electric Company 
2. Observe our Fair Traded prices. Bridgeport 2, Connecticut 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 


Small Appliance Division 





Manufacturers of — Toasters - Grills - Irons - Mixers - Coffee Makers - Clocks - Fans 
Vacuum Cleaners - Automatic Blankets - Heating Pads - Automatic Skillets 
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want them practical too.” 


you can give her both, with grade rolled tableware 


American-made from Stainless Steel 


Like all lovely ladies, she wants to set her table with impeccable good taste. 


But this is a practical, workaday world, and servants have gone with the wind. 


“Will it serve me well, does it clean with ease?” are questions she’s sure to ask. 


You can say yes when you show her the beautiful new American-made rolled 
tableware designs in Stainless Steel. And if you are con- 
cerned with the styling, just watch the pages of America’s 


great home magazines. In fact, the table setting shown below 





is right out of the April issue of “Living for Young Home- 
makers.” 
Will you have the style and quality she wants, when she 


comes in—ready to buy? 











This shows the difference be- 
tween grade-rolled tableware 
and. ordinary stamped ware. 
Notice the heavy midsection 
and gracefully’ tapered ends 
on the rolled ware. 


Giote BDO ~<—eeRMw DE DEP 


UNITED STATES STEEL CORPORATION, PITTSBURGH NATIONAL TUBE DIVISION, PITTSBURGH 
AMERICAN STEEL & WIRE DIVISION, CLEVELAND TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 
COIUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO UNITED STATES STEEL SUPPLY DIVISION, WAREHOUSE DISTRIBUTORS 


UNITED STATES STEEL EXPORT COMPANY, NEW YORK 














Only the BANgdek- 1 ad= eM diamond ring 


PERMANENT-VALUE 


1s guaranteed and backed up 








by nation-wide advertising... 


Here’s the most powerful diamond ring selling aid yet devised... a plan that 
convincingly guarantees the value of every -{rtcarved diamond ring. It’s the 
Artcarved nation-wide Permanent-Value Plan*! [t allows the customer to apply 
the retail price of her Artcarved ring toward a larger Artcarved ring—at any 
time—at any of the thousands of 4rtcarved jewelers all over the United States. 


AND... it's written into every frtcarved diamond ring guarantee certificate. 


You close more original diamond ring sales FASTER. Jricurved's 
nationally advertised Permanent-Value Plan gives your potential new customers 
added confidence in Artcarved ... and in you, her local rtcarved jeweler. It 
assures your customers that the outstanding value of 4rtcarved diamond rings 


is nationally recognized by jewelers everywhere. *TRADE-MARK 


‘ 


] . \ r Ct Cc a r V e d is telling your customers about its Permanent-Value Plan 


in ads like these month after month 











As Always... Artearved protects its legitimate retail jewelers from unfair competition on Artearved rings by refusing 
to sell to discount houses or to jewelers who regularly sell jewelry merchandise at less than factory-suggested prices. 
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LIFE - LOOK - SEVENTEEN - MADEMOISELLE 


BRIDE’S MAGAZINE - MODERN BRIDE ait 
ou 


©1955 J. R. WOOD & SONS 


Customers will be asking you about this amazing proof of J & W 0 0 p & S0 NS NC 
1 * s a s 


Artcarved’s unmatched value. For complete details on what 
216 EAST 45th STREET, NEW YORK 17, N. Y. 





this Permanent-Value Plan can mean to you, write to 


FOR JUNE, 1955 39 


















AS SEEN IN “LIFE” 


PART OF LE COU 
LTRE'S CONTINUIN 

G NATIONAL ADV 

ERTISING CAMP 

AIGN 



















FOR YOU-—OR FOR A VERY SPECIAL GIFT 


——— ie (Outrre 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


ceptional in performance—every LeCoultre 
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timekeeping requirements. 
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Fine 18K gold case. 
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left. to right: “Fay”. in gold-filled case, $71.50; 
“Petite”. in yellow or white 14K gold case. $110: 
“Desiree”. ye te LK gold >, $117.50; 

a LIK gold ¢ $117.50. 
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LE COULTRE AUTOMATIC DRESS WATCHES — Pride- 
inspiring performance and style are featured in these Power Indicator; gold- Med, $95; 
examples of watchmaking $ most creative SKI. The Powermatic “G". gol d-filled case. $82.50. Powermatic ever 
Futurematic 100° self-winding — engineered tobe “E. gold-filled, $79.50. Shock-resistant movements. perature. Measures 9% gy x 6s 
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SPEAKING OF THE JEWELRY TRADE 


Tennessee, moves more pieces of 
flatware through his jewelry store 
than any other retailer in the world. 
He does this as the country’s lead- 
ing specialist in out-of-date sterling. 


J S GOODMAN of Memphis, 


Goodman has a stock of approxi- 
mately 150,000 pieces of inactive, 
obsolete and antique flatware, made 
up of more than 500 different pat- 
terns, 

His present stock of hard-to-get 
sterling cost him between $250,000 
and $300,000. He expects to sell it 
for something between $600,000 and 
$1 million. 

Like a number of other successful 
men, Goodman has had an ample 
taste of hard times. His jewelry store 
failed in the crash of 1929. Actually, 
it was out of this adversity that his 
idea came for specializing in out-of- 
date silver. 

Geodman began by buying sterling 
from dealers at 10 to 50 per cent 
above the prevailing refinery price. 
His only guide was his own selling 
experience. While still struggling 
with his new enterprise in 1934, he 
had an almost unbelievable windfall. 
That year, the U. S. government 
pegged the price of silver at 21¢ an 
ounce over the previous price—auto- 
matically increasing the intrinsic 
value of Goodman’s stock propor- 
tionately. 

With ithe financial stability of his 
newly-born business thus assured, 
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Goodman was off to a flying start. 
He realized, however, that no single 
locality could produce enough busi- 
ness to keep him going so he 
launched a modest flatware-by-mail 
campaign and also sought the patron- 
age of the country’s retail jewelers. 

New and untested, the soundness 
of Goodman’s idea was problematic 
at the beginning. Today, 20 years 
later, as the result of Goodman’s 
know-how and _ confidence, it is 
working successfully and continues 
to roll up profits in a virtually non- 
competitive field, 


© © 
66 PERATION RUBY RING” 


would best describe a recent 
incident in Philadelphia involving a 
housewife and a milk company. 

While the housewife was washing 
the dinner dishes one evening, she 
felt her ruby ring beginning to slip 
from her finger. To keep it safe, she 
placed it inside a milk bottle she had 
just rinsed out. 

The following afternoon it sudden- 
ly dawned on her that she hadn’t 
removed the ring before putting the 
bottle on her porch. A hasty look 
confirmed her fear—the bottle had 
been picked up by the milkman on 
his early morning rounds. 

She excitedly telephoned the milk 
company which promptly set the 
wheels in motion on “Operation 


Ruby Ring.” 


Hundreds of “empties”—washed 
and unwashed — were peered into 
during the search. Finally, the right 
bottle was reached and the ruby ring 
regained, The milk company proud- 
ly returned it to the anxious house- 
wife—who must now be numbered 
among its most satisfied customers. 
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MERICAN families are making 

more money today than ever 

before, according to a U. S. Depart- 
ment of Commerce report. 

The average income of a family 
today is $6,393. More than 44 per 
cent of city families earn between 
$5,000 and $10,000 a year. Less 
than one in six of these families 
earns below $3,000. 

That is a broad based buying 
potential. 
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WO Mexican women caused some 

excitement in Dallas when they 
were found stuffing their suitcases 
with jewelry they were transferring 
from four large boxes. 

When questioned by detectives, it 
turned out that the women were 
“manufacturers” of “genuine” Mexi- 
can silver. They had bought the 
jewelry legally and were merely 
packing it away for their trip back 
to Mexico City. 

Once a year they made a similar 
trip to Dallas to buy quantities of 
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of His membership—and he 
shows it by wearing fine 
quality Rotary jewelry. 
Here's a complete selection 
that will enable you to 
meet every need of your 
Rotary customers—all in 
14K gold and 
the workmanship for which 
WEFFERLING, BERRY & 


CO. is so well known. 


NUMBER PRICE 
188 $ 3.30 
0-190 7.00 
190 4.80 
190D4 31.00 
190-3 8.50 
190-3D3 27.00 
190-4 10.00 
190-4D4 36.00 
190-9 11.50 
190-9D9 62.00 
190X-9 9.00 
190-12 11.50 
190-14 11.50 
190-20 11.50 
1 4.30 
192C 5.00 
192H2 20.00 
198 7.00 





Wrerreriine Benny & CO. 


MEMBER 


Every Rotarian is proud 


reflecting 


DESCRIPTION 


Lapel button 

Tie chain emblem 
Lapel button 
Diamond button 

Past President button 
Diamond center 

Past President button 
Diamond center 

Past President button 
Diamond center 
Attendance button, numbers changeable 
Past Secretary 
Charter Member 
Past Treasurer 

Lapel button 

Charm 

Diamond center 
Lapel button 
















Actual size illustration reproduced from our latest catalog. 


NUMBER PRICE 
198LB 27.50 
198-5 11.50 
198-5D6 47.00 
198-7C 15.00 
198-8D6 47.00 
198-10X-10 15.00 
5ll-1 76.00 
920-10 33.50 
922-10 22.50 
1227 1.80 
1400-1D9 75.00 

*1400-1 22.00 
1410 8.00 
1410D2 22.00 
1410D4 32.00 
1410E 8.50 
1500B-19 58.00 
1734B-10 64.00 

(keystone) 


*Not illustrated. 


DESCRIPTION 

Cuff links 

Past President 

Diamond center 

Past President charm 

Past Governor button 

Attendance button, numbers changeable 

Past President ring, gavel, year sides 

Tie slide, engine turned 

Tie slide, engine turned 

10K button 

Past President charm, diamond center 

Without diamond 

Past President button 

Diamond center 

Diamond center 

White and blue enamel 

Ring, black enamel 

Past President ring, black enamel top, 
gavel and year on sides 


The diamond Past President buttons are made with a variety of 
diamond sizes at prices from $17 up. 
Presentation buttons quoted with gold backs. Gold filled backs 


Write Dept. CK-6 for our 
latest 60-page catalog of 
fine emblematic jewelry. 


AMERICAN 


$2.00 less. 


Wefferling, Berry is known for the high quality of its emblematic 


jewelry and for its extensive selection. 


We manufacture the finest 


Masonic, Shrine, Scottish Rite, Knights of Columbus, Elk, Moose, and 


other lodge and fraternal jewelry. 


socierTtT y 


THE NAME THAT MEANS 


8 ROSE STREET, NEWARK 68, N. J. 
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dime store junk jewelry. After dip- 
ping the jewelry into a silver-plating 
solution, they offered it for sale to 
tourists—as native, hand-wrought 
Mexican silver! 

The women explained that the 
$784 worth of junk in their suitcases 
would bring them more than $5,000 
from gullible tourists. 


© © 


MBARRASSING moment: A 

passerby reported that the big 
clock outside the New England 
School of Watch Repair in Bosten 
was running one hour slow. 


© © 


VER wonder just how much you 
could collect if you were actually 
“worth vour weight in gold?” 

A soap company found out how 
expensive it could be when it re- 
cently paid off the winner of a con- 
test according to her weight in gold. 

















The winning girl tipped the scales 
at 14714 pounds. Her weight was 
transferred into troy pounds and 
then totalled up at the rate of $35 
per troy ounce. 

The happy young lady collected 
her prize—a check for the tidy sum 


of $75,158.84. 
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S pointed out last month in a 
JC-K article, about $133 million 
worth of sterling silver flatware and 
hollowware is being sold each year 
—most of it going to newlyweds. 
In connection with this it is inter- 
esting to note in a recent article by 
Craig Thompson in the Saturday 
Evening Post that “there is about $2 
billion 200 million worth of sterling 
silver now in use in the nation’s 
homes. One billion seven hundred 
million of this is in flatware, the 
remaining $500 miilion in hollow- 
ware. 
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“We'd like to see something in diamonds. 
Something, say, about the size of your eyeballs." 
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This whopping sum excludes all 
plated ware —applying only to 
sterling. 

To further dramatize the immens- 
ity of this hoard of sterling. Thomp- 
son figures that U. S. householders 
have bought more pure silver (in the 
form of tableware) since 1945 than 
was produced by all the silver mines 
in the U. S. during the same period. 


© © 


DD to Lseless Information: Some 

time ago we carried an item on 

a new publicity-getting product—a 
jeweled fly swatter. 

Following our policy of keeping 
JC-K readers up to date, we advise 
that it is now possible to buy the 
following items which have under- 
gone the “glamour” treatment: se- 
quined feather dusters, gold-plated 
heer can openers, jeweled mouse- 
traps, piggy banks set with imitation 
rubies, kerosene lamps with sequins 
and jeweled yardsticks. 


© © 


WOMAN in Australia recently 
opened a can of sardines and 
found a gold wedding ring inside! 
Recognizing wives’ sentimental at- 
tachment for their wedding rings, 
this remarkable woman _ reported 
finding the ring and asked authorities 
to locate its owner. 

Her efforts were rewarded when 
the owner was found—halfway 
around the world—in a canning fac- 
tory in Norway. 

The wedding ring was returned 
to a very astonished woman who had 
lost it a year before while packing 
sardines. 

After recovering from the initial 
shock, she expressed her gratitude 
to her Australian friend by sending 
her a letter of thanks-—and a supply 
of sardines! 


© © 
MASSACHUSETTS man has 


just patented an alarm clock 
calculated to bring cheer to parents. 

The New York Times reports that 
this new clock fits nicely in a child’s 
pocket and sounds its alarm when it 
is time for the child to go home or to 
obey any other predetermined com- 
mand. 

The alarm setting device is too 
stiff for even the strongest of the 
little monsters to turn—which pre- 
vents re-setting. accidental or other- 


wise. 
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“There is no such thing as a 100 per cent sterling, or 100 per cent plated, or a 
100 per cent stainless steel flatware market. But, there is a tableware market.” 

This statement was made recently by D. E. Sanderson, vice president and director 
of advertising for Oneida Ltd. Its significance in any study of the stainless market 
is striking. For, Mr. Sanderson’s company has some forty brand names in plated 
and sterling flatware and is one of the world’s largest producers of silverware. Also, 
Oneida Ltd. did not, until two years ago, market a line of jewelry-store-quality 
stainless flatware. 

“Interest will vary in the individual store,” Mr. Sanderson noted, “but with the 
present competitive situation, no store—and no salesman within that store—should 
ignore or ‘sell down’ any one of the components that make up the tableware market. 
In this way only, the sales approach will leave the consumer with pride of ownership 
—no matter what her final choice. This is particularly important for her pocket- 
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book and the purpose to which she applies the merchan- 
dise, will dictate her choice; not the, perhaps, misplaced 
enthusiasm of the sales person.” 

These observations refer essentiaily to a state of mind 
—an attitude toward a product by a retailer and his 
sales people. Certainly, it deserves studious thought in 
relation to the merchant’s attitude on the stocking and 
selling of stainless steel flatware. 

How are those retail jewelers, who have given stain- 
less flatware an enthusiastic try, making out with it? At 
Black, Starr & Gorham’s store on quality and fashion: 
conscious Fifth Avenue in New York, they sell stainless 
on its own merits. In the words of Howard Tarlton, 
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Here is an up-to-date look at the stainless market—the 
findings of jewelers who have enjoyed its potentials— 
and facts on the metal itself. Accompanying illustra- 
tions form the most complete index of quality stainless 
($5 and up retail per place setting) ever published. 
JC-K’s initial index, published in 1953, showed 41 
patterns; in this one are 66 patterns. 


silver buyer for the firm, quality stainless is sold for 
“its finish, beauty, and the attractive tables it will set.” 

Stainless displays are lined up alongside showcases of 
sterling and silverplate. In fact, directly behind the 
stainless flatware is a shelf display of silver hollowware. 
In a sense, stainless is symbolic of Black, Starr & 
Gorham’s merchandising policy of “keeping up with the 
times” —of breaking with the idea that a high character 
store should carry only items that are traditional in the 
jeweler’s line. It is their belief that since the customer 
has come to depend upon the quality jewelry store for 
correctness and value in traditional table-top appoint- 
ments, the customer should be offered similar service 
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when he or she is shopping for quality stainless flatware. 

Black, Starr & Gorham started selling stainless in 1952—but only imported lines 
They now carry the stainless of two American manufacturers. 

Since the firm is recognized as primarily a sterling house, how has _ stainless 
affected sterling sales? As far as can be determined, the answer is—to no dis- 
cernible degree. Sterling sales continued unaffected. 


According to their experience, quality stainless customers are in the high income 
group and the upper middle income bracket. The families in these groups usually 
select it as a second or third flatware set; some might heretofore have purchased 
silverplate for this purpose. Though stainless sells the year round, its sale is con- 
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spicuously good during the summer months when dining 
outdoors is popular. 

Black, Starr & Gorham always stocks and displays its 
stainless in chests though, of course, it is sold also by 
the place setting. Cases for stainless are of a contem- 
porary design, and the store plays up the fact that these 
cases are properly different from traditional flatware 
chests. 

Though clear across the country from New York, 
Friedlander & Sons, Seattle, Wash., have had a somewhat 
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similar experience with stainless flatware. Jack Fried- 
lander observed that while stainless is inevitably a 
“competitor” of other types of flatware, it creates a 


great many new sales. 

Miss Perier, manager of Friedlander’s silver depart- 
ment says, “It is as a ‘second set’ that we usually present 
stainless to our customers, and that is the approach that 
has been the most sales-productive for us. The need for 
a second set is partly an outgrowth of the trend toward 
outdoor living and cooking, during the warmer months 
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of the year. People do not like to use their finest of flatware for outdoor meals 
but neither do they like cheap substitutes. Stainless gives them a material which is 
consistent with outdoor use—in good design and a feeling of correctness—at a suit- 
able price.” 

Three factors have been mainly responsible for Friedlander’s success with stainless 


flatware: (1) variety of patterns stocked; (2) promotion as an integral part of the 
silverware department: (3) suggestive selling. 


Considering all grades of stainless, and we must if we are to appraise properly 
the public attitude and the potential market, ‘stainless steel flatware is important. 
It is reliably estimated that over $30 million was spent last vear on stainless flatware. 
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Dollarwise, stainless sales of all qualities represented 
roughly 10 per cent of the entire flatware market of 
1954. On the basis of units, it represented a sensational 
third of the market. Translate this into store traffic and 
it is obviously unwise to “brush off” the value of stain- 
less to the jeweler. 

Of course, the bulk of the stainless presently being 
used in America’s homes is of the cheap, ungraded type 
sold principally through syndicate, hardware and depart- 
ment stores. 
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But in recent years there has appeared on the market 
in great selection and abundance high-grade stainless of 
jewelry store quality. This type of stainless is well 
designed and well made of good stock and it is priced 
at $5 and up per place setting. (A picture index of such 
quality stainless patterns currently available accompanies 
this article; a demonstration of the maturity of this new 
jewelry store line.) 

Will quality stainless sell in sufficient volume? Harry 
Holding, president of Gense Import, Ltd., who has trav- 
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elled extensively in his pursuits as one of the country’s leading stainless importers, 
says, “In order to sell stainless, the retailer must offer customers a real chance to 
shop and to buy. From failure to follow this comes the sad experience of otherwise 
successful jewelers who have been unable to sell stainless in worthwhile measure. 
They just ask for trouble by not applying the same merchandising principles to 
stainless that they follow in selling silver, dinnerware, baby goods, etc.” 

Mr. Holding recommends the following: (1) Have a stainless steel department 
labelled as such. (2) Know the distinguishing characteristics between jewelry store 
quality stainless and the home furnishing and dime store varieties. (3) Carry 12 
to 15 of the biggest-selling stainless-flatware patterns. 
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Quality is the magic word, it appears, in the jewelry 
store promotion of stainless flatware. 

In this connection there are two major classes. Econ- 
omy stamped steel used for kitchenware, and chrome 
or nickelware steel used in the better trademarked prod- 
ucts. The latter has a degree of chemical resistance 
equalled only by platinum, and also excels as a poor con- 
ductor of heat. Another distinguishing character of 
quality stainless is the finish. The hand-buffed finish 
used on quality lines brings out the high lustre of the 
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stainless itself and is lasting. The buffing process also 
eliminates rough edges characteristic of electrolytically 
finished stainless. Furthermore, the hollow-handle knife, 
which permits the use of tempered, hand-forged, carbon 
chrome steel for a sharp edged blade, is a feature seldom 
found in “economy” stainless flatware. 

“Grading” is still another distinguishing characteristic 
of quality stainless flatware. The thickness of graded 
pieces are tapered toward the edges on spoon bowls, at 
the ends of the handles and toward the tips of fork tines. 
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Appearance, “feel”? and balance are thus improved. 
Now what about the knife blades? Good carving 
knives can’t be made cheaply. They need careful work- 
manship and good material. American steel—especially 
stainless—is as good as any made in the world, and 
some knives made here are as good as those made any- 
where. But some, which are far less expensive and not 
intended to compete with the finest imports, are naturally 
not as good. Several types of soft stainless can be formed 
by low-cost stamping, but blades made this way will not 
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hold as sharp a feather edge as the blades made from 
much harder, high-carbon cutlery stainless. 

What is the history of the metal from which stainless 
flatware is made? Would you and your saies clerks be 
able to answer questions on the make-up of this metal? 

First of all, stainless steel is a man-made alloy, de- 
signed to serve in specific jobs. It is made to hold up 
under outdoor conditions or stand hard use in the 
kitchen—without corroding. Stainless is not a plating, 

(Please turn to page 68) : 
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LEFT—Beautiful bracelet in 14K 
gold highlighted with topaz and 
glowing clusters of cultured pearls; 
also available with amethyst. By 

Leys Christie & Co. $250, Keystone. 
CENTER—Elegantly scrolled ball 
locket in 14K gold by Lang Mig. Co., 
120 W. 41 Street, N. Y., is expertly 
crafted to hold 8 pictures. It is 
priced at $120.00, Keystone. 
RIGHT—Paris fashion favoring pin 
groupings of animals is furthered by 
Gold Brothers, N. Y., in this smart 
animal ensemble. In 14K gold with 
ruby eyes; Doberman is $60; lamb is 
$55: frog, $50: poodle, $36 Keystone. 
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fashion of 1955 


in GORD. 


by Winifred Parker 


The 1955 gold rush is on! We are alerting all retail jewelers to fashion 
news which can increase their sales of karat gold jewelry for Fall. The 


newest Fall costumes are brown in color—the newest Fall jewelry is gold. 


We wish we could tell jewelers that a coming trend for gold jewelry 


means they can sit back and wait for eager customers to come into their 


stores, but fashion opportunity doesn’t work that way. The jewelers who will 
profit by this fashion gold rush will be the ones who get in there first and 
dig for business. In this gold rush the tools will not be a pick nor an axe, 
but strongly planned fashion promotions. 


Jewelers have a prestige advantage over department store competitors in 


(Continued on Following Page) 
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selling karat gold jewelry, but many department stores are looking for ways 
to develop this part of the big ticket jewelry trade. They will certainly take 
every advantage offered by the coming fashion trend. Jewelers should make 
sure of getting their share of karat gold sales by using every fashion tool 
at their command. A good place to begin might be in checking present karat 
gold inventories and making sure that you have fresh and smart new jewelry 
designs to offer for Fall. 

The coming fashion trend for gold jewelry is being brought about by 
several incoming trends in clothing, fabric colors, and changing silhouettes 
and jewelers can plan fashion promotions based upon the following fashion 
information, 

The costume look, with one color featured from top-to-toe will be an 
important fashion for Fall. This costume look is especially beautiful when 
carried through with several varying shades of one basic color. Since the 
smartest color combinations will be brown in tone, gold jewelry will be 
needed to highlight this fashion look. It can be karat gold! 

Fall is bringing with it the biggest brown season we have had for many 
a year. This includes brown and all the color tones that verge on brown 
beige, cream. oatmeal, camel shades and coppery brown. Earthy browns 
with a blackish cast will be a high fashion choice. Specialty stores all ready 
are running advertisements which declare: EVERY BROWN IS NEW! 
Specialty and department stores are planning campaigns to sell volumes of 
costume jewelry in gold metal to complement the brown-toned clothing 


colors, and all of this fashion excitement can be used by retail jewelers to 
sell their higher priced jewelry in karat gold. 


The Paris endorsement of any fashion is always a powerful sales influence 
and jewelers can inform their customers that Paris favors gold. In the latest 
Couture showings, Paris showed gold jewelry in tailored designs, gold 
jewelry softened with the giow of pearls, gold jewelry color sparkled with 
colored stones and gold jewelry glitteringly frosted with diamonds. 

The silhouette news in Fall ready-to-wear, with emphasis on long and 
slender lines can be used to stimulate the sale of karat gold jewelry. Tunics 
with long body lines and high square necklines look best with simple, throat 
encircling necklaces, with bibs or collars, all available in karat gold. 

Karat gold pins, because of cost, are usually smaller in size than costume 
jewelry pieces, and thus they fit nicely into smart groupings of two’s, three’s 
and even four pin groupings. Fashion favors pin groupings, to focus at- 
tention upon all the smart details in clothing such as back interest. bustline 
and hipline placements, collar and sleeve treatments. 

The major mood of Fall fashion is toward elegance, and because of this. 
department store buyers are looking for costume jewelry with refinement 


of design and an air of fine jewelry. Jewelers have the most desired fashion 


merchandise for Fall in their karat gold departments, and because of their 


prestige reputation, they have almost an exclusive market. This is a fashion 


season for karat gold jewelry. Good selling! 
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Be ON a abies 


Earrings by J.M.S. Jewelry Mig. 
Co., Bloomfield, N. J., feature 
10K gold with a flounce of 
simulated pearls. The price is 
$12.75 a pair, Keystone. 





Above, a dramatic long torso pin 

in 18K gold sparkled with diamonds 
and priced at $1500.00, Keystone. 
Shown below is a high fashion 
cuff bracelet in gleaming gold 
mesh, color-sparkled with a clasp 
of diamonds and precious colored 
stones. It is priced at $2000, 
Keystone. Both of these pieces 

are from Raymond Abrahams, N. Y. 
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Amethyst heart side-sparkled with 
diamonds in a setting of 14K gold by 
Church & Co., Newark, N. J., sells 

for $430, at Keystone. peers 
in topaz and gold combination. 


RIGHT—Modernistic swirl design 
highlights this 14K gold ensemble 
by Bishop & Bishop, Newark, N. J. 
The choker is $90; bracelet is 

$52, and the earrings are $27.50. 
All prices are at Keystone. 


LOWER RIGHT-—-A trio of 14K gold 
charms with an interesting sweep 

of design by S. J. Botkin, New 
York. From left to right the 

prices are $20, $20, and $17. 


All are Keystone prices. 
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Dramatic initial ring by Capital Mfg. Tailored ring in 14K yellow gold set 


. Y., features 14K gold setting with topaz and side-jrosted with 
color-sparkled with emeralds, rubies, diamonds. Also available in wide range 
or sapphires and full cut diamonds. of colored gems. By Falcon Stone Ring, 
The Keystone price is $300.00. a division of Karlan & Bleicher. 












































LEFT—Brilliant sunray design 
is featured in this 14K gold 
jewelry ensemble by Larter & 
Sons, Newark, N. J. Pieces are 
available individually. The 
necklace is $180; earrings are 
$44, brooch, $42, Keystone. 


RIGHT—Matched brooch and 
earrings ensemble in 14K gold 
featuring circular motif by 
Charm Crajt, New York. Earrings 
are priced at $40; large brooch 
at $30; smaller brooch at $17. 
All prices are at Keystone. 
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Color as a Guide to Gemstones 


Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one of two alternatives. 


Part VIII 


The stones of this group cover a wide range, and 
approach the pink stones in the lighter hues. Many of 
them can be included in the pink group as well, topaz 
and kunzite in particular might be regarded by some as 
pink, and by others as lilac. Hence, some duplication will 
be noted. 

(91) Pale orchid or lilac diamonds are rare, but not 
the rarest of diamond hues. So far, no one has succeeded 
in producing this color by a sub-atomic bombardment 
process. The more intense violet tints will be found only 
in very small stones, shading over into the almost un- 
known red at one end of the spectrum and into a red- 
brown at the other. Real amethystine violet hues seem to 
be unknown. 

(92) A bright and fairly light pinkish-purple garnet 
was first noted in North Carolina and described in 1898 
under the name “rhodolite.” It is said to be mixture of 
two garnets, part pyrope and part almandine, but is much 
lighter than either of those ever is. The largest North 
Carolina stones are said to have weighed 14 carats, but 
the average stone is very small, little over one carat in 
size. A similar garnet material has come from Ceylon, but 
is somewhat darker and less brilliant than the American 
stones. 

Some spinels resemble them slightly and though both 
are singly refracting and indistinguishable in the polari- 
scope, the low refractive index of the spinel makes a dis- 
tinction easy. All other similarly colored stones are doubly 
refracting and therefore present no identification problem. 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


(93) Fancy sapphires vary from light pinkish purple 
to violet to a deep amethystine purple. Blue Ceylon sap. 
phires have a tendency to become more or less violet in 
incandescent artificial light, as do some other stones 
(alexandrites), so it is essential that any unknown violet 
stone should also be examined by daylight. There is a 
type of deep blue sapphire which changes completely in 
yellow light, to an amethystine purple, known as an 
“alexandrite-type” sapphire. Although they make attrac. 
live stones, they are, nevertheless, far less valuable than 
stones with the same daytime hue which they retain at 
night. The refractive index make the identification of the 
sappiire members of this color group easy, but synthetics 
present something of a problem. (See note 100.) 

(94) The night-time color of an alexandrite places this 
stone in the violet as well as the green group, since one 
may find unavoidable the night-time examination of a lot 
of stones. Alexandrite night colors vary from a fairly pale 
amethystine hue in some of the lightest Russian stones, 
to a deep reddish purple in some of the darker stones. 
Many of the latter are so dark that they are predominantly 
violet even by day. In the light of a flame, Ceylon alexan- 
drites are less violet with their purple-red often containing 
a touch of brown. In any case, the chrysoberyl refractive 
index is distinctive, making instrument identification easy. 


(Please turn to page 70) 








TABLE VITII—VIOLET STONES 


(Including pink to lilac) 


NAME INDEX 
Diamond 
Garnet (Rhodolite) 
Corundum (Sapphire) 
Chrysoberyl (Alexandrite) 
Spinel 
SPODUMENE (Kunzite) 
Tourmaline 
Topaz 
QUARTZ (Amethyst) 


HARDNESS REFRACTION SPECIFIC GRAVITY NOTE 


41 10 single 3.52 91. 
. 76-1 .81 714 single 3.9-4.2 92. 
77 9 double ‘ 3.99 93. 
to 81, double 3.71 94. 
ay (4 g single 3.60 95. 
.67 7 double 3.18 96. 
.63 71, double J 97. 
-62 8 double : 98. 
poo 7 double 


kee et et et OND 


Synthetics and imitations: 


CORUNDUM (including imitation oat 9 double 
alexandrite) 


Doublets (garnet topped) .80 (1.52 plus) 714 (6) single 
Glass .52-1.65 512-614 single 
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‘CIRCLE OF LIGHT’, the completely polished 
diamond...a plus feature at no extra cost. 


HEART-SHAPES IN QUANTITY. This exqui- A 


site new diamond shape is capturing customers 







wherever it is shown ... a Baumgold innovation 

that helps make you first in diamonds in your re” 
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JAGERSFONTEIN COLLECTION. Jager ‘Blue’ 
means finest in diamond color... and only Baum- 
gold can supply you with these celebrated gems. 


Call or write to any Baumgold office for informa- 
tion, sales and merchandising aids. 





aumgold Bros., INC. ‘62 West 47th Street, New York 36, N.Y. 


NEW YORK © CHICAGO -* LOS ANGELES * DALLAS * TORONTO * MONTREAL * VANCOUVER » LONDON * ANTWERP + TEL AVIV 





Ure iaiatesessdactenannatteeentine ee Lee 


SB NEF EMTER TET 


‘CACC ERRTTTRTTNUEEE SAS CHE UDHER IIR RIIROOPNSH SIS 5090 


3 
l 
i 
: 
if 

















At top left is Phil Gabriel, owner 
and manager of Gabhriel’s jewelry 
store in Mobile, Ala., and master 
of ceremonies of the store’s TV 
show. Beside him is the show's 
singer, Marjean Gayle. Any civic 
or charitable cause is welcomed to 
the show. At left, the 1954 Queen 
of the Mardi Gras, backed by her 
court, makes a plea for local 


support of the March of Dimes drive. 


J eweler’s TV program ... creates good will and profits 


by Hoyt Hurst 


A local television program is effective advertising for 
a local jewelry store and need not be too expensive. One 
can find proof of this in Mobile, Ala., where each Mon- 
day evening at 9:30 the music of “Diamonds Are a Girl’s 
Best Friend” introduces the TV audience to a 15-minute 
program sponsored by Gabriel’s jewelry store. 

Two years old now, it’s a program devoted to helping 
others. Commercials? Yes, but they’re secondary, says 
store owner and manager Phil Gabriel, who is also master 
of ceremonies. 

“Everyone pays lip service to doing things for others,” 
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‘ 


Gabriel explains, “but we actually do it on our TV show. 
Does it work? It works so well that our business in- 
creased 78 per cent in 1953. And we had a fine year 
in °54.” 

The time on the TV station is bought through a local 
advertising agency which also arranges for many of the 
guests who appear on the program. But the show is 
written by Gabriel himself. The subject matter is gen- 
erally any current or timely activity or promotion of a 
civic or charity nature that ties in with local interests. 


(Please turn to page 78) 
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FRE K new diamond lecture 


in complete text and note form 





. | frsciaclang 30 ome tall 
_ Ulli fev 




















T 
i you promote 
N your diamonds 
1S TH FASHIO and your store 
WHO'S SE \N 
. This new diamond lecture is spe- 
, . a cially planned to interest women. 
: _ Titled “Who Sets the Fashion in 
r _- Diamonds?”, it traces the history 
‘ of jewelry, and of diamond fash- 
ions . . . from the earliest times 
a ‘ through the middle ages and right 
rive. ‘ : ° 
F ve a | up to today. It tells of kings and 
\ queens who have made diamond 
oe history and of today’s “queens of 
\ fashions.” 

Yours free, to use in speaking 
before club groups, this lecture has 
been prepared to help you get more 
diamond publicity for your store. 
It can help you win new friends 
and customers. 

It’s part of the diamond promo- 

ALSO AVAILABLE ... FREE... FAMOUS DIAMOND LECTURE ite ee a 
Ss aaa tion that’s promoting your business 
ee om e 2 oe 
Diamonds with a Past Order the new lecture, “Who Sets 
This lecture . . . tracing the history of famous stones . . . has been the Fashion in Diamonds?” 
“nN: 3 
oom enthusiastically received by audiences throughout the country. and the ever-popular Diamonds 
ie a In fact, jewelers have found it so useful they’ve asked for the new with a Past.” from Diamond Pro- 
~~ diamond lecture described here. If you haven’t already given ei gg io H. 
‘ “Diamonds with a Past” for your store... send for it now. Donnel ey Corp..: 9 E. 45th Street. 
° New York 17, N. Y. 
local 
f the 
yw is 
gen- . i ‘ 
be a Tie in with this all-out promotion—keep diamond sales coming your way 
Ss. , 
a + a x , y 
DE BEERS CONSOLIDATED MINES. LTD. 
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Merchandising objectives dictate . .. 


by Ernest Stadvec 














The modern Henry B. Ball jewelry store in Akron, Ohio, was designed not 
only to appeal to the esthetic sense of the buying public, but to enable the 
firm to sell jewelry effectively—in line with their merchandising standards. 


When the beautiful new establishment of the Henry B. Ball Co., Akron, O., manu- 
facturing-retailing jewelers, opened its doors to the public last summer at a new location, 
the impressive looking store literally took Akron’s breath away. One of the 15,000 
visitors who visited the store during the grand opening was heard to remark, “Why. 
it’s just like Fifth Avenue,” and later added, “But the prices are still Akron.” 
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That was the way Henry B. Ball planned his lifelong 
dream of a monument store—dedicated to the better 
merchandising and servicing of a business he has been 
devoted to for almost as long as he can remember. For 


many years, Henry Ball wanted to bring to his friends 


and customers a living tribute in the form of a luxurious 
jewelry store that still remained Henry B. Ball and Main 
Street in prices, while offering a Fifth Avenue range of 


products and services. 


. FOR JUNE, 1955 


Located in the heart of the downtown shopping district, 
the new store’s granite and glass front is perhaps the most 
attractive and distinguished store exterior in Akron. Two- 
tone granite establishes a contrasting effect in the overall 
store front area. 

Outside, the mass wall and window effect is broken by 
the ingenious use of planter boxes set below the windows 
behind glass. Multi-colored sandstone was used in the 
vestibule where a large portrait of Henry B. Ball just 
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inside the exterior door greets the customers entering the 
store. 

Upon entering the Ball showroom from the main en- 
trance, the first thing a customer sees to his extreme right 
is costume jewelry and fine china departments. In three 
counter cases, various costume jewelry pieces are dis- 
played. A display of fine china occupies the specially de- 
signed wall cases. 

Two clocks in the store have been strategically placed so 
they can be seen from any point inside and outside the 
store. 

The flatware and crystal department in the rear section 
of the store is by far the loveliest part of the Ball show- 
room. While exquisitely designed to appeal to the finest 
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Merchandising objectives wanted 























The Henry B. Ball Co. jewelry store 

in Akron, Ohio, is up-to-date in its 
appearance and also in its service 
department facilities. At top left is 
a view of the storage, vault and the 
gift wrapping sections. At lower left 
is a view of the repair department. 
Three watchmakers work here with the 
most modern equipment available. Still 
another feature of this attractive 
store is the diamond consultation room 
shown on the preceding page. In it is 
a complete set of fine instruments 


for analyzing and evaluating gemstones. 


tastes, the department also conveys the feeling to the cus- 
tomer of comfort and promise of leisurely shopping. 

Everything in this department is set up for the most 
effective merchandising possible. Sit-down showcases 
make customer selection almost effortless and convenient. 
Two or three couples can be accommodated at the sit- 
down showcases at the same time. An unusual feature of 
the department is the extra storage space built into the 
rear of the wall cases to take care of overflow merchan- 
dise. Topping all the cases, a large shadow box frames a 
softly lighted peg-board back wall. 

The distinctive diamond department setting is height- 
ened by the lovely brown and light gray walnut veneer in 

(Please turn to page 76) 
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Selected and Serviced hy Leading Wholesalers 


CRUCIFIXES 





EMBLEM JEWELRY — 


A wide variety of 
popular emblems 
highlight many of the 
La Mode men’s ests. 
This MASONIC set in 
shining yellow gold 
plate features a two- 


color hard enamel 
emblem center piece. 


Sets Retail for $9.60 


1495-1496-1497 
Crucifix and chain in gleaming |/20—12K yellow and white 
gold filled, with delicate inlaid mother-of-pearl. Retail $7.00 ea. 


H. F. BARROWS CO. 


NORTH ATTLEBORO, MASS. 





RIPLEY & GOWEN CO., INC. — Attleboro, Massachusetts 


NEW-STONE SET 
LADIES PH 


Irons and Russell’s 


NEW EMBLEM RINGS 


Illustrated: Masonic 
Blue Lodge ring with 
heavy 10K yellow gold 
shank with trowel and 
level on sides, 1OK 
white gold sun ray and 
emblem. 


No. R-811 
$48.00 each Keystone 
IRONS & RUSSELL CO. 


PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 


For your customers who appreciate BEAUTY and 
QUALITY. Your wholesaler will be glad to show 
you this DIFFERENT Photo-Ident. The beautifully 
hand engraved Sterling shield is set with simulated 
stones. $10.50 Keystone. 


PITMAN & KEELER, INC., ATTLEBORO, MASS. 
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AN AUTOMADE CHAIN FOR EVERY PURPOSE BOA toxt. GOLD RINGS 
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Turn teenagers into 
\boosters for YOUR 
STORE. 


2656-91-512 


Birthstone color ring size cards - FREE 


Order only thru BUA WHOLESALEF 


AUTOMATIC CHAIN CO. © PROVIDENCE, R. |. 














A JC-K aid to selling fine JEWELRY 


by 
DESIGNS 
TECHNIQUE 


Flexible drop earrings 
culminating in pear 

and marquise shaped 
diamonds are shown in 
this plate of designs. 
The modern pins have 
large diamonds which 
are superimposed on 


the smaller ones. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


Many precious jewelry sales can be made by capitaliz- 
ing on the customer’s interest in design. By becoming 
familiar with these designs you will be able to sketch sug- 
gestions that will impress your prospects. You need not be 
an artist to do this; a pad of tracing paper and some 
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practice should give you the necessary confidence. Cut out 
and save these pages. They can be kept in a filing folder 
for quick reference or they can be shown to those “hard- 
to-please” customers. They can even be framed and dis- 
played in your store. 
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ESTABLISHES 1 8 6 6 


LaMGhnag 


IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20, N.Y. 
London: 32/34 Holborn Viaduct 
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DIAMONDS 


Emerald Cut 
and Marquise 


wn in 





which 


on 


STAR, SAPPHIRES 


RUBIES: EMERALDS + STAR RUBIES 
SAPPHIRES - PEARLS + CAT'S EYES 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates —or 
jewels which your customers submit to you for sale. 


«| ow JEROME RICHHEIMER 





Ider 
ard- ee Gy... 
dis- 608 Filth Avenue ‘New York 20, N.Y. 


Phone Circle 5-5673 
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Modernization eee pays its way 














A modern store is, 
in a sense, a tribute 
to the community. 
For a retail jeweler, 
a new, modern store 
is a symbol of 
progress and, more 
importantly, of 
growing consumer 
confidence in the 


owner. Here is the 





experience of jeweler 
Charles W. Reed of 


Santa Clara, Cal., who 





recently modernized. 





Is store modernization worthwhile? An enthusiastic panded and moved to a new location. He reports that 
answer is stated by Chas. W. Reed, Santa Clara, Cali- his business doubled. 
fornia, jeweler. “By cold figures, I find the move to be Reed was offered a new building in Santa Clara, with 
worth, in solid dollars, almost its entire cost in adver- the additional opportunity of having it designed to his 
tising alone!” With his modernization, Reed also ex- (Please turn to page 83) 
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ave artistry 
... for those who desire the finest. 


Each piece a masterpiece of the jeweler’s art. 


Available on consignment for your 


special requirements. 


Please specify price range desired. 


Raymond Abrahams 


551 Fifth Avenue, New York, 17, N. Y. 


Phones: VAnderbilt 6-0457-8 


all inquiries Dept. K-30. 


























A Bridal Window of Distinction 





Mrs. Mabel Smith of Fishbone Bros. Jewelers, Easton, Pa., trimmed 
this attractive bridal window last year. Merchandise shown included 


silver flatware and hollowware, extra serving pieces, pearls and 
also crystal. 


Rice 





Stainless Flatware in Review 
(From page 52) 


it is solid clear through. 

Over 30 years ago, a man named Harry Brearly, in 
England, made up some cutlery that didn’t rust. It was 
steel with a lot of chromium in the melt. About the 
same time, German scientists were working on steels 
that contained chromium and a great deal of nickel too. 


Today’s stainless alloys are descendants of these early 
efforts. They all have at least 114; per cent chromiym 
in them to rightly be called “stainless.” 

Why does chromium prevent rusting? Scientists are 
still trying to answer it exactly. But here is an informal 
explanation. Not everybody agrees with it, but it’s the 
best available we have. It seems there is an invisible 
film that forms on stainless steel surfaces in air. Scratch 
or cut the film with a sharp tool, and it iorms again, 
Seal off the air and use a chemical that takes away 
oxygen—keep this up for days and days—and you can 
begin to hurt stainless steel. But unless we play chemi. 
cal tricks with it, that invisible film lasts. It doesn’t 
come off in foods. It stays smooth. And it makes stain. 
less a very useful metal. 


PRODUCTION OF STAINLESS 

Producers only sell about half the stainless they melt, 
Not that the mills botch half their jobs—but stainless 
has to be trimmed and cleaned off so much during its 
manufacture into sheets that half the volume poured is 
lost before it reaches the shipping platform. 

Stainless is made in special electric furnaces to keep 
out stray impurities which might lower its quality; it is 
the jewelry of the steel business. Stainless is handled on 
special rolling and polishing machinery. Polished sheets 
are carefully inspected and wrapped in protective paper 
before shipping. All of which partly explains why stain. 
less—as a material—is costly. 









Everything in Diamonds 


















A complete selection of solitaires and fine mounted 
pieces. On memo by request of rated jewelers 


M.S. NELKIN JEWELRY °¢ 31 WEST 47 STREET + NEW YORK 36, N.Y. « JUDSON 6-3851 
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Volume Store Traffic means —— 


Volume Business —— Even During the Summer 


Bring Customers into your 





Store all Summer Long 





lmpertal 
NAME THE PEARL Contest 











Yes, the Imperial $500,000 ‘“‘Name the Pearl” contest 
will bring swarms of customers, old and new, into your 
store. It’s a proven promotion, nationally advertised, and 
tied in directly with participating jewelers. Hundreds of 
jewelers from coast to coast will keep their volume up 


this summer featuring this contest. Why don’t you? 


Write for Complete Details .... - 


Imperial Pearl Syndicate 


NEW YORK CHICAGO DETROIT LOS ANGELES 
607 Fifth Ave. 5 N. Wabash 914. Michigan Theatre Bldg. 607 S. Hill St. 
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Following are some typical questions asked of stain- 
less, with answers which will show customers you know 
your subject: 

How do you give stainless proper care? 

Just keep it clean. 

How many kinds of stainless are there? 

About 30 standard types and many special composi- 
tions. 

Does stainless hollowware or spoons have a taste? 

No. 

Does stainless carry heat easily? 

Not too well. This is, of course, an asset in flatware 
and hollowware. (Actually stainless pans for frying 
usually have some copper, iron, or aluminum bonded 
to their bottoms to help spread the heat around.) 

How should I clean stainless? 

Wash with soap or detergent and warm water, then 
rinse and wipe off. 

Can I spoil the finish on stainless by cleaning it? 

Probably not. But don’t scrape or use abrasives. Soap 
and water does the job nicely. 

Are foreign knives better than American-made ones? 

Better than some—no better than others. Remember, 
the best cutlery is exported from abroad. and it com- 
petes with all types that are made in this country. 

Does fire hurt stainless? 

No. 


Does stainless rust? 


No—not under ordinary conditions. Chemists can hurt 
stainless with certain acids, however. 

Does sea-water hurt stainless? 

Yes, if it’s stagnant and if the siainless doesn’t get a 
fresh-water rinse and an airing occasionally, 

How about salt air? 

Stainless does a good job on yachts and at beach 
cottages. Just wipe it off once in a while. 

Should stainless be treated with a protective coating? 

No. Fresh air is best. Coatings like protective oils o; 
lacquers do more harm than good. 

In concluding this review of stainless, it would be 
appropos to return to the opening statement by D. fF, 
Sanderson: “There is no such thing as a 100 per cent 
sterling, or 100 per cent plated, or a 100 per cent stain. 
less steel flatware market. But, there is a tableware 
market.”” This is a necessary perspective for any jeweler 
reviewing tablewares in relation to his own business, 


Color as a Guide to Gemstones 
(From page 56) 


Spinel imitations have Ceylon colors, but show neither 
dichroism nor double refraction. Corundum imitations 
are too light and have too much violet even by day, 
though they make wonderful, amethyst-like, bright purple 
stones at night. 

(95) A typical lilac spinel is usually very pale and 





























Over 35 Years of Service 
to Leading Jewelers 





"= P vrectous _— 


Rubies, Star Rubies, Sapphires 
Star Sapphires, Emeralds, Catseyes . . . 
Loose or in Platinum Diamond 


Mountings of exclusive design 


BARNETT ROBINSON, Inc. 


Formerly ROBINSON & SVERDLIK 
610 FIFTH AVENUE 
Rockefeller Center 
NEW YORK 20, N. Y. 
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Important Announcement! 


To Diamond Buyers 


A. Monnickendam-New York, Ltd. 
Internationally renowned British 
Diamond Cutters, take pleasure in 


announcing the opening of their 


CHICAGO OFFICE 
29 East Madison St. 
Chicago, Illinois 


J. Arthur Rogers. Sole Sales Representative 
for the Midwest Territory 


A. MONNICKENDAM LTD. 


Home of the famous ““Monnickendam Cut’? Diamond 


580 Fifth Ave. 


LONDON, ENGLAND 
88-90 Hatton Garden, Holborn 


LOS ANGELES, CALIF. 
220 West 5th St. 


New York 36, N. Y. 
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commonly very badly cut, flattened as is customary with 
spinel. Occasionally one will see a fine purple spinel, and 
they are easy to identify by their refractive index. An 
additional useful check, and a distinction from rhodolite 
garnet, is supplied by spinel’s tendency to fluoresce red 
in long wave-length ultraviolet light. The rare new gem- 
stone, taafleite, is almost identical in appearance and, 
when found, was masquerading as a lilac spinel. The 
double refraction of the taaffeite was the distinguishing 
characteristic that led to its recognition, and serves as the 
easy test. Since they are so rare, and so much more valu- 
able than spinels that they imitate, it would be worth 
checking, for double refraction, all light purple spinels, 


on the chance of encountering one. 


TESTING FOR KUNZITE 

(96) The easiest test for kunzite is made by exposing 
the stone to an ultra-violet light, under whose stimulation 
all kunzites fluoresce an intense: orange color. One can 
also, of course, use the conventional tests like the refrac- 
tive index, the double refraction, or even observe the pink- 
lilac-colorless diochroism for which it is famous. If no 
instrument of any sort is available, it would be possible to 
get a dentist to expose the stone to his X-rays, a short 
stay in the tube’s housing would turn the gem green, and 
a few minutes in sunlight would turn it back to lilac again. 
This type of unusual test is one which a sound knowledge 
of gemology, plus a little originality and ingenuity, would 
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Earrings 
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ous special adaptations for specific problems. 
(97) We do not find in tourmaline a real amethyst 


a 


est. In real gemological testing work, the expert i 4 
often called upon to develop unorthodox tests and ingeni. 


color, though reds that incline toward purple are common, _ 


As with other tourmalines, dichroism is pronounced, The » 


purplish pink tourmalines can be confused with a rare | 


hue of topaz, and while they are measurably higher jp 
refractive index, there is not the certainty that we find in 
most refractive index tests. There is more difference be. 
tween the minimum and maximum readings in tourmaline 
than topaz, and tourmaline is seldom as brilliantly clear 
as topaz. Loupe examination will show that most tourma. 
lines have small inclusions which explain this lack of 
clarity. Lastly, if the stone is loose, one might have re. 
course to a specific gravity test, for topaz is considerably 
denser than tourmaline. 


VIOLET TOPAZ IS RARE 

(98) Topaz in a purplish pink color is rare, expensive, 
and most attractive. This color is sometimes natural, but 
more often it has been imparted in an originally brown 
or golden stone as a result of heat. Such stones often show 
color zoning, and browner areas are considered an indi- 
cation of natural color. Topaz, as a pink or purplish gem, 
is clearer and brighter than most similar tourmalines. (In 
general, topaz is a very clear stone with lots of brilliance, 
in contrast to which many tourmalines seem somewhat 





with 2 finest 


quality cultured pearls, 2 


round, brilliant, 


full cut 


diamonds. 14K white gold. 


# 8-T—$35 

Twin Ring, finest quality 
cultured pearls, 2 flawless 
and perfectly cut dia- 
monds. 14K white or yel- 
low gold. 


#93—$35 

Finest quality Cultured 
Pearl Ring, 2 flawless and 
perfectly cut diamonds. 
14K white or yellow gold 


The LEVKOV Collection in- 
cludes cultured pearl rings, neck- 
laces, earrings and drop earrings 
from $35 to $3000 Keystone. Also 
cultured pearls and 14K gold tie 
tacks from $5 Keystone. Send for 
free illustrated folder. 


PRICE—RIGHT 
STYLE—RIGHT 
QUALITY—RIGHT 


FROM $35 


ALL PRICES KEYSTONE 


Illustrated are a few fast- 
sellers we'll be happy to 
send you on memorandum 
—immediate delivery. 


ILLUSTRATIONS ENLARGED 
For Repropuction 


ie I. L. E V KO V 565 FIFTH AVENUE, NEW YORK 17, N. Y. *° PL 3-9727 
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PLACE YOUR CONFIDENCE IN 


More and more leading jewelers are featuring 
Courtney Diamond Rings .-. . They have discovered 
that the Courtney idea of heavenly quality 

at down-to-earth price increases their diamond 
sales. in the ranges of greatest consumer demand 
_,. Courtney experts back their guarantee of 
quality by painstaking selection of diamonds olare 
mountings . . . The diamonds must achieve the 
highest standards of brilliance and cut... The 
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lifeless.) The higher specific gravity eliminates tourma- 
line, to which topaz comes nearest in refractive index. All 
other stones are eliminated by the refractometer and 
polariscope tests. 

(99) Amethyst quartz is the commonest violet stone, 
and, in its finest development, it is easily the most beauti- 
ful of all violet stones. The tint that is considered most 
desirable is a rich red-purple, known as Siberian 
Amethyst. True Siberian amethyst today is found only in 
antique jewelry pieces, but the equivalent color is some- 
times to be found in the smaller stones from Rio Grande 
‘do Sul or Uruguay. Typical Bahia amethyst has a bluer 
or grayer violet. 

Very pale amethysts have been sold as “kunzite,” but 
the lower (quartz) refractive index distinguishes them. 
Many amethysts are strongly dichroic, from bluish violet 
to reddish purple. Their color is almost invariably irregu- 
larly distributed through the stone, and while this is not 
conspicuous in the face of the average stone, it is cus- 
tomarily visible from the back, when the stone is turned 
face down and viewed through the pavilion. The low 
refractive index is all that is needed in the way of a test, 
for no other natural and doubly refracting stone ap- 
proaches it. Actually, a simple test for dichroism or 
double refraction is usually enough, for the only other 
stone showing the amethystine color is likely to be a sap- 
phire viewed in artificial light, or an alexandrite in arti- 
ficial light. Both of these would be immediately recogniz- 





able as something different in daylight, and all violet 
stones should be examined by daylight anyway, Violet 
sapphires often show silk that would not be seen in a, 
amethyst. 

(100) Imitation alexandrites of sapphire materia) 
show a magnificent bright purple color in artificial light, 
but by day they change to bluish purple stones very di. 
ferent in appearance. There is also a violet synthetic 
sapphire which remains the same color by day. The cury. 
ing lines are quite conspicuous in the imitation alexap. 
drites, less so in the violet corundum, and serve as a ready 
means of identification; even a refractometer test is yp. 
necessary. However, that test quickly distinguishes the 
stone from any natural violet stone other than sapphire, 
and there are very few violet sapphires that remain violet 
in daylight. 


GLASS IMITATIONS 

(101) By far the commonest imitation of the only 
important purple stone, amethyst, is glass. The glass re. 
productions are usually far from amethyst in refractive 
index, some of the facets, at least, are molded rather than 
cut, and usually the stones look very artificial. The lack 
of double refraction, and a uniformity of color in the 
glass stones, as seen from the back, is a further indication 
of their glassy nature. The glass of which they are made, 
in common with the glass that is often used in imitation 
stones, seems to oxidize rather easily, and the stones be- 
































FLECTROPLATING SOLUTIONS 


White, hard and highly resistant to corrosion, Rhodium 




















Electroplate is a precious metal, available at relatively SINCE 1901 


moderate cost. Its characteristics make it advantageous 


for use in the manufacture of Jewelry, Giftwares, Acces- 


sories and many other applications. Consult us about your 


specific plating problems. 


SIGMUND COHN MFG. CO., INC. Ar 








121 SOUTH COLUMBUS AVENUE * MOUNT VERNON, NEW YORK 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















ee 
——= 
poral 








For two reasons. First, it’s the best of all ball points. The 
ball is a synthesized jewel that has an unusual affinity to ink 
and writes clearly on any writing surface where other ball 
points fail. Wonderful for carbons. 

The second reason is we're rapidly filling coupon orders 
by the hundreds on our 60-day free trial offer to jewelers 
only. The deal is simply this: Try it, use it every day. If, 
within 60 days you send us your order for a dozen or more, 
the pen is yours to keep forever. 

Soon it will be hard to find a jeweler not using this pen 
personally and featuring it on his counter and in his window. 
Already all America has taken to this pen that outperforms 
and outstyles every ball point in the nation. 

If you haven't sent for yours, do so now. It won't cost 
anything and it will give you one of the hottest profit-makers 
you've ever encountered. Waterman’s Sapphire is being 


consistently advertised in five of the leading consumer 
magazines with total impressions of over 30,000,000. So how 
can you miss? Fill the coupon out today. 


Waterman Pen Company, Inc., Dept. #6 
Seymour, Connecticut 


Please send me, on a 60-day free trial basis, my Sel Rex process 
Waterman’s Sapphire. 


Name 





Store 
Address. 
City State 











If you order 1 doz. Sapphires within 60 days, the pen is yours to keep 
and enjoy forever, 


WATERMAN PEN COMPANY, INC., 1 De Forest St., Seymour, Connecticut 


FOR JUNE, 1955 
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come coated with a dull film, which rubs off, leaving the 
stone bright and shiny again. On the other hand, glass 
stones are soft and wear badly, so the surface of an old 
stone is likely to be pitted and scratched. Purple glass is 
seldom a problem in identification. 

































This modest Father's Day window of Smith Patterson's, Boston, 
proved quite effective. It featured at least one gift item from 


every major department in the store. 








Merchandising Objectives Dictate 
(From page 62) 


which it is done. Fine colored stone rings in a broad price 
range occupy the glass display case. Luxurious chairs 
enable the customer to examine leisurely stones jn the 
front diamond case. 

A complete watch and repair department takes up the 
entire left side of the store, looking in from the fron 
entrance. 

Several unusual features have been incorporated in the 
short-height wall cases. They were designed so passersby 
on the outside could look in and those on the inside of the 
store can look out. 

The very special pride of Henry Ball is the center island 
display unit. A unique floating center island acoustical 
ceiling is softly illuminated by indirect lighting that gives 
the display a completely natural appearance. Here, ar. 
ranged and grouped for maximum merchandising appeal 
are ladies’ costume jewelry, men’s jewelry and baby gift 
items. A separate display section features precious gold 
jewelry. 

An innovation in the new Ball establishment, the 
diamond room, contains the latest and most complete 
equipment for testing, evaluating and analyzing precious 
stones. An electronic projection balance enables Henry 
Ball to extend his customer services further into the scien- 
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BOOKS 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'in print"’ at the time 
orders are received. We can supply titles from leading publishers. All prices 
No accounts opened for book purchases. Books sent post-paid 
anywhere in the United States. 


quoted are net. 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMS AND GEM MATERIALS $6.00 
Drs. Kraus & Slawson 

A KEY TO PRECIOUS STONES $3.50 
L. J. Spencer 


GETTING ACQUAINTED WITH MINERALS $4.50 
George L. English 


REVISED LAPIDARY HANBBOOK $3.00 
J. H. Howard 


A ROMAN BOOK ON PRECIOUS STONES $6.75 
Sydney H. Ball 


STORY OF THE GEMS $4.00 
H. P. Whitlock 
STORY OF DIAMONDS $1.85 


A. C. Austin and Marion Mercer 

FAMOUS DIAMONDS OF THE WORLD $1.25 
Robert M. Shipley 

HANDBOOK OF GEM IDENTIFICATION $5.00 
Richard T. Liddicoat, Jr. 


GEM TESTING $5.00 
B. W. Anderson, B.Sc., F.6.A. 
GEMSTONES $8.50 


G. F. Herbert Smith 


POPULAR GEMOLOGY 
R. M. Pearl 


GEM IDENTIFICATION CARDS 
Wilburt M. Draisin 


THE ART OF THE LAPIDARY 
Francis J. Sperisen 


PROPERTIES OF GEM VARIETIES OF 
MINERALS 


Edward Wigglesworth 


DIAMOND TECHNOLOGY 
Paul Grodzinski 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $3.50 
John J. Bowman and Allan Hardy 

JEWELRY MAKING AS AN ART EXPRESSION $6.50 
D. Kenneth Winebrenner 

JEWELRY DESIGN AND APPLIED DESIGN $25.00 
C. A. Jakobb 

JEWELRY AND ENAMELING $4.50 
G. Pack 


REFINING PRECIOUS METAL WASTES $7.50 
C. M. Hoke 


ART MONOGRAMS AND LETTERING 
. M. Bergling 
(Special 18th Edition—Paper Cover) $2.50 
19th Edition—104 Pages—Hard Cover 46.00 
METALCRAFT AND JEWELRY $3.95 
Emil F. Kronquist 


PRINCIPLES OF ELECTRO PLATING AND 
ELECTRO FORMING $7.00 
Blum & Hogaboom 








TESTING PRECIOUS METALS $2.50 
C. M. Hoke 

THE JEWELERS’ DICTIONARY $6.00 

(New Second Edition) 

3,033 RETAILING IDEAS $3.95 
Emanuel Lyons 

HAND-MADE JEWELRY $3.50 
Louis Weiner 


THE JEWELER’S MELTING POT 
Frank }. Herman 


JEWELRY, GEM CUTTING & METALCRAFT 
W. T. Baxter 


JEWELRY MAKING—FOR SCHOOLS, 
TRADESMEN, CRAFTSMEN 
Cloth Bound 


Murray Bovim 
Paper Bound 


THE TRADE MARKS OF THE JEWELRY & 
KINDRED TRADES (New 6th Edition) 








A HISTORY OF JEWELRY, 1100-1870 
Joan Evans 


For the Skilled Watch and Clock Maker, the Apprentice and Student 





RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
W. J. Kleinlein 


PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
Louis and Samuel Levin 

SWISS WATCH REPAIRER’S MANUAL $7.00 
H. Jendritzki 

SCIENTIFIC TIMING $4.50 
Charles Purdom 

KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.50 
Dr. James C. Pellaton 


THE SCIENCE OF CLOCKS AND WATCHES $5.00 
(2nd Edition) 
A. L. Rawlings, Ph.D. 


HOROLOGY $4.50 
J. Eric Haswell, F.B.H.1. 
THE MODERN CLOCK $4.95 


Ward L. Goodrich 
PRACTICAL NOTES FOR THE WATCHMAKER $3.50 
(French-English Edition) 
G. A. Berner 
PRACTICAL WATCH REPAIRING $5.00 
Donald De Carle 


$4.75 


$7.50 


$6.50 


$4.75 


$10.00 


$4.25 


$4.50 


$3.75 


$2.75 


$7.50 


$17.50 


BENCH PRACTICES FOR WATCH REPAIRERS $4.95 


Henry 8. Fried 

PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly 

INTRODUCTORY COURSE 

ON CHRONOGRAPHS 

KNOW THE ESCAPEMENT (New Edition) 
Barkus Watchmakers 

MODERN METHODS IN HOROLOGY 
Grant Hood 

THE WATCH REPAIRER’S MANUAL 
Henry B. Fried 


On Silver for the Jeweler, Collector and Antiquarian 





AMERICAN SILVERSMITHS AND THEIR 
il 


MARKS j 
Stephen G. C. Ensko 
ENGLISH SILVER (1675-1825) $5.00 


Stephen G. C. Ensko and Edward Wenham 


THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 
S. B. Wyler 


THE STERLING FLATWARE PATTERN INDEX 





1953 ition 


Without Binder 
With Leather Binder 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


Check or money order must eccompany ell orders. Do not send cash. Prices subject to change without notice. No books seat on epprovel. 


$3.25 
$2.50 
$5.00 
$2.50 
$6.00 


$15.00 
$20.00 





FOR JUNE, 1955 
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Write for the Latest RACINE 
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JULES RACINE & COMPANY, INC. 
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tific levels of the jewelry business. The diamond room algo 
functions as a customer consultation room where rare 
gems can be examined privately and leisurely. 

Another entrance at the rear of the showroom provides 
access from the hotel lobby. Hotel visitors descending the 
stairs have a full and unobstructed view of the store’s 
interior through the rear glass wall area. 

Henry B. Ball, a manufacturing jeweler for the 39 years 
he has been in the business, included ample area for com. 
plete manufacturing and repair facilities. Three watch. 
makers presently work in the repair department, which 
can be expanded to accommodate six. Here one finds the 
finest and most up-to-date methods and equipment to 
enable the firm to offer quick, efficient service. 

This, the new venture, is a fourth expansion and step 
upward since the name Henry Ball Jewelers first appeared 
in 1915. The carefully measured steps taken by Henry Ball 
in periodic expansions paralleled the growth of the na- 
tion’s economy. Each new venture came when the coun. 
try’s economic outlook was not exactly bright, but Ball 
had his eyes on the future. 

How rewarding and successful his faith has been is 
borne out by a greater volume of business. As Akron 
grew, so grew the Henry Ball Co. 





Can You Top This? 


A woman entered a Pennsylvania jewelry store 
and asked to see some wrist watches. The jeweler 
narrowed her choice down to one particular watch 
and was telling the customer of its features. 

“But,” she inquired, “isn’t the price rather high?” 

“Oh, no,” replied the jeweler. “You see, the case 
is made of 10K gold.”’ 

At that the woman picked up the gift box, mis- 
taking it for the case, and said brightly “How much 
is it without the case?” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Jeweler’s TV Program 
(From page 58) 


“The purpose of our TV program is to build goodwill,” 
says Gabriel, “and not necessarily for Gabriel’s jewelry 
store. We have found that by helping the other fellow, 
we get our own reward—many times over.” 

If the Red Cross is having a drive for its blood bank, 
representatives from that organization are invited to 
appear on the Gabriel show. Here they are interviewed 
by Phil Gabriel who explains the purpose of the drive, 
how it is to be accomplished, what it means to the in- 
dividual, and he usually concludes with a personal appeal 
to the listener to lend his support to a worthwhile pro- 
gram. 

Also, before annual events like the Mardi Gras or the 
Fish Rodeo in Mobile Bay, representatives appear on the 
show to tell about their coming programs or the events 
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scheduled. Oftentimes they are entertainers, booked for 
appearance at the celebration, who use the facilities of 
the Gabriel show to give the TV audience an advance 
sample of what is in store for them. Needless to say, 
other merchants in the community benefit from these spe- 
cial civic events. 

Entertainers have appeared on Gabriel’s program to 
boost national charity projects on the local level. Last 
year when the Cerebral Palsy Foundation made its drive 
rm funds among Mobilians, Tommy Bartlett, star of the 
TV and radio program “Welcome Traveler,” and Dana 
Andrews, motion picture star, were guests on the Gabriel 
show. 

Other times, local talent from the surrounding area is 
presented. One of the best received was the Glee Club 
from nearby Keesler Field Air Base. This singing group 
js made up of enlisted men stationed at the field. An- 
other popular program was presented by students from a 
local dancing school. 

Phil Gabriel doesn’t hesitate to mention other business 
firms in the city on his show—a practice they appreciate. 
Above all, he tries to keep the program on a friendly, 
intimate, local level—even the commercials. For ex- 
ample, here’s a typical script: 

The Scene. Studio curtain backdrop with Gabriel’s 
sign hanging in front of it and about four feet above the 
stage. 

Music. Program’s theme song—“Diamonds Are a 








Girl’s Best Friend.” 
front of the sign. ) 

“Good evening, ladies and gentlemen. Tonight I want 
to talk about diamonds. Why? Because, I guess, that’s 
all I ever think about.” 

(Slide. Superimpose pictures of girls over Gabriel’s 
head.) 

“Of course, most of the men I know think about dia- 
monds a great deal... or... (Slide. Close-up of pic- 
ture of beautiful girl). As far as women are concerned, 
1 guess all they think about is men.” 

(Another slide. “Fur Coat + Diamonds + $ = 
MEN.”) 

“Now, when it comes to fur coats there’s Rafael’s Fur 
Shop. (Slide shows exterior of Rafael’s store.) Say, 
how did he get on this program? But when it comes to 
diamonds . . . there’s just the one and only Gabriel’s 
where you get the diamond you want, beautifully and 
handsomely set the way you want it, at a price you can 
afford to pay. Come in and see for yourself, won’t you?” 
(End of commercial.) 


(Phil Gabriel alone on stage in 


RADIO EXPERIENCE HELPFUL 

Gabriel feels that experience he obtained doing a simi- 
lar radio show for several years previous to the advent of 
television helped him immeasurably for the more effec- 
tive medium of television. For instance, he’s proud of 
the sixth sense he has that enables him to time his show 
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to within a fraction of a second. A much desired faculty 
he gained while doing the radio show. 

He admits that TV shows have had their tense and 
harrowing moments. But all in all, he finds the station 
personnel and guests good fellows who laugh right along 
with him. As for the audience, they’re either unaware 
of any slips—or they accept them as part of the “homey” 
atmosphere of the show. 

Phil Gabriel is sold on the effectiveness of television 
and feels that he has been fortunate in coming up with 
an effective program. Certainly, the increase he has en- 
joyed in his business volume justifies his faith. What’s 
more, Gabriel enjoys it. 





Can You Top This? 


The jeweler, of course, is in competition for the 
consumer’s dollar with outlets for all kinds of prod- 
ucts—from can openers to automobiles. 

But Meyer Hurwitz Jewelry ‘Co., Alton, IIl., came 
into sudden competition with a most unusual prod- 
uct. The store was trying hard to interest a lady in 
a Valentine gift for her husband. She replied, briefly 
and to the point, 

“I’m sorry, but we’ve spent our money on a ceme- 
tery lot!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 














Inventory Control Simplifies Life 


A master ledger controlling inventory and sales is used. This 
system is extremely helpful both in accounting and in buying. 


To do an intelligent job of buying merchandise and 
stocking a jewelry store, Cari Orwant feels that the 
jeweler must take his inventory and sales statistics out 


of the realm of guesswork. According to Orwant, the 


more facts he has about these aspects of his business, 
the better job he can do in the overall management of 
his stores. which are located in Wausau and Green Bay, 


Wisconsin. 
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A good part of the success of any jeweler, Orwant | 


claims, is in stocking and showing merchandise with 
proven appeal to his clientele. And, just as important, 
the jeweler has to be willing to foliow through with ser- 
vice and in other ways stand behind his merchandise. 
To fulfill both of these requirements, Orwant feels he 
functions most efficiently by maintaining full inventory 
and sales records. 

He breaks his inventory and sales ledger into approxi- 
mately 50 different categories, ranging from the most 
expensive ladies’ diamond pieces down through indi- 
vidual listings for each set of costume earrings in the 
store. 

Every item of merchandise received in the Orwant 
stores is written up on a separate line in the proper 
section of the control ledger. Information entered on 
receipt of merchandise includes the date received, the 
manufacturer’s style number, the name of the firm from 
which the merchandise was purchased, a description of 
the article, the factory serial number of the item, the 
stock number assigned to the item by Orwant, the cost 
and selling price. Space still remains on each line for 
additional entries after the item is sold. 

After this information has been entered in the ledger, 
every item is tagged with the Orwant stock number, the 
cost (coded, of course) and the selling price. 

All sales slips used in the Orwant stores are pre- 
numbered. When a salesperson closes a sale, the mer- 
chandise tag is taped to the store’s copy of the sales 
slip. This in turn supplies the information needed to 
complete the entry for the item on the proper line of 
the inventory-sales ledger. Final information posted on 
the sale includes the name of the customer, the amount 
received for the item, the initials of the salesperson, the 
date sold and the sales slip number. 

Among other things, this ledger gives the store full 
identification in the event merchandise is returned by 
the customer or gift recipient. On returned merchandise, 
an entirely new entry is begun for the item. 

These, briefly, are the bare mechanics of the Orwant 
inventory-sales record system. Strict merchandise con- 
trol only begins to tell the story of the benefits which the 
store owners gain from following this relatively simple 
procedure. 


Store Manager Receives New Car 


Mrs. Berta Bennett, manager of Shoshone’s Jewelry, 
Shawnee, Okla., received recently an unusual “thank you 
from the boss” in a tangible form—a brand new car. 
The new Plymouth was an anniversary present from 
Lester Shoshone, Oklahoma City, iiead of the organiza- 
tion operating the Shawnee store and ten others in 
Oklahoma and Texas. 

It was given to mark Mrs. Bennett’s 25th anniversary 
with the company and recognition of her record as its 
oldest employe from the standpoint of years of service. 
Shown in the photo is Mrs. Berta Bennett—and her re- 
ward for work well done. Incidentally, this photo was 
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You are—if you rely only on secured doors, 
locked safes and your own watchful eye. 
Of course, these are good measures toward 
protecting your property—but even the 
best of precautions cannot always prevent 
thefts, damage and the dozens of other 


dangers always imminent. 


Instead, be sure of protection against loss 
with the Saint Paul Jewelers’ Block 
Policy—the one single policy individually 
‘written and tailored to fit your specific 
needs. One premium protects your 
merchandise either on or away from 


your premises. 





SEE YOUR SAINT PAUL AGENT OR BROKER 
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PACIFIC DEPT. 





published in the Shawnee News-Star, which recognized 
the human interest angle in this story. 





As for the jewelry business and her employer, Mrs, 
Bennett said, “It’s my life—I love it. Realiy, it’s a won. 
derful thing to work for Lester’s. This gift—which was 
truly a big thrill—is typical of the consideration they 
show for everyone with whom they are associated,” 





Can You Top This? 


The afternoon calm of Rohe’s Jewelry, Richmond, 
Indiana, was disturbed one day by the entrance of 
a woman carrying a glass of water in her hand. 
Imagine the surprise of the clerk when he saw a 
wrist watch at the bottom of the glass—completely 
covered by water. 

“J dropped this watch in the sink this morning,” 
explained the woman. “I understand watches rust 
quickly so I immediately placed it in this glass of 
water, 

“Will you take care of the watch now?” she asked 
the amazed clerk. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











‘Ropes Complete the Fashion Picture’ 





Colorful ropes of beads were displayed in this fashion window 
created by Henry Birks, Canada. The background and side drapes 
were cream poplin material. At the back juncture of this corner- 
rounded window were hung large white cards on which were 
sketched fashionably dressed ladies. A red and black lettered 
card read, “Ropes to complete the fashion picture.” 
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Modernization Pays Its Way 
(From page 66) 


‘ewelry store requirements. It is the kind of opportunity 
that the local jeweler dreams of coming his way. Mr. and 
Mrs. Reed planned the new store with great care. 

The design features a modern glass and aluminum 
front with the “open look.” The main display window 
consists of one sheet of glass, behind which are two 
shadow boxes for display of merchandise. Above the 
boxes are four spotlights, hanging down several feet 
from the store’s ceiling. Each shadow box is elevated 
to eye-level by a single, slender support, and is open at 
the back. The result is the creation of two boxes with 
a frame-like effect. Mirrors, reflecting the displays, are 
installed in the vertical sides of the shadow boxes. 


"OPEN" WINDOW AND SHADOW BOXES 

The “open” window and shadow boxes afford an un- 
obstructed view of the clean lines of the store’s general 
interior and even the modern tiled ceiling. All these 
appealing features act as an invitation to the passerby or 
window shopper. In addition, this main window ar- 
rangement has an important “focusing” effect. As the 
customer catches a view of the interior, his attention is 
also focused on the individual displays because they are 
framed within the shadow boxes. The window is thus a 
skillful combination of a clear front and a prominent 
display area. 

Reed’s main window is set at an angle leading into 
the store. At the left side of the window is the all-glass 
door. The entrance is to the left of the center of the 
store front. This angled arrangement made space for 
the construction of a corner window at the left side of 
the front. Jt also established a triangular area off the 
sidewalk. The ceiling over this area thus establishes 
something like a marquis entrance for the store. A 
principal advantage of this “angled” front is that window 
shoppers have plenty of room to group off the sidewalk. 
The shopper will also find himself moving casually up 
to the jewelry store entrance as he moves along the 
angled window. 

The corner window projects up to the sidewalk and is 
used for display of sterling, china and crystal. It accom- 
modates a dinette table, fully set in the latest table top 
fashions. Back of the table (and still in the window) 
is a 48 piece flatware display that is a vertical unit. The 
window shopper thus gets the full effect of a completely 
set table, and also a big selection of silver patterns that 
she can visualize on the table herself. 

The interior of Reed’s is designed as a big showcase, 
to complement the open-face windows. The wood in 
most of the display fixtures in the store is natural white 
oak. The floor cases have a novel effect, for here the 
light-colored wood is contrasted with their wrought iron 
legs. Further increasing the light-colored atmosphere 
of the store are the walls in soft silver gray and the 
ceiling in egg shell acoustic tiles. Only two sharp con- 
trasts set off the soft neutral tone. A sit-down case, dis- 
playing extra silver pieces under its glass top, is a jet 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 








by Manny 
Silverman 





Some People Will Be Surprised to 
Hear That We Are Not Miracle Men 


Yes, even we, do not hit home runs everytime 
we get up at bat. 


We contracted for an auction to be run for 
Joseph's Jewelers in Kingsport, Tenn. The 
inventory was about $8,000. The top offer 
received by Mr. Joe Heller from the liqui- 
dators was $4,000. | told him not to sell that 
| could get him $ for $ or $8,000. Mr. Heller 
enjoys a wonderful reputation and is remain- 
ing in the music business in town. His greatest 
concern was that he did not wish to impair 
the prestige of his name in the community. 


We assured him that a Silverman Sale 
could only enhance his prestige. 


We ran an auction for 15 days and volume 
was not up to expectations, but we kept ex- 
penses down to a minimum and when the auc- 
tion was over Mr. Heller had only about 
$3,500 in cash after expenses and commis- 
sion plus a substantial amount of Diamonds, 
Watches and Stone Rings. 


7 


We set up his store for a flat sale to run 
for 5 days, without any charge to him 
designed to sell off the balance of 
inventory. 


Lo! ard behold! After these five days 
of selling he had left in the bank over 
$7,500 AFTER ALL EXPENSES, over 
$3,500 more than the top liquidator 
offered. 

WRITE! WIRE! CALL! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Telephone: PLaza 7-4693 

































black, Chinese modern fixture. An off-white chair is Gifts for Father’s Day 
placed behind it. Another fixture contrast is a pastel 
pink trophy and clock display in the rear of the store. 

Silverware, hollowware and gifts dominate the left 








; pe : a 
side of the store’s displays, and watches, rings, men’s h 
ct i ; ; ; ; Br 
jewelry and costume jewelry occupy the right side. Here, 
on the right wall, are a series of attractive wall cases, 
very modern in design. They are actually glass-enclosed th 
shadow box displays, hanging freely without visible ch 
means of support. th 

‘ , m 
To announce the opening of his modern jewelry store, c 
. . . . { 
Reed sent out 8,000 pieces of direct mail. The circular b 
also carried the news of free prizes, including a $100 
§ 
set of sterling, ladies’ and men’s watches and costume | 
jewelry. No purchases were. required and the prizes 
Naa ct 
were awarded after a drawing in the store. The card was 
: : ‘ r 
cleverly designed in two sections, the announcement and 
; : “ , 9 n 
a coupon of convenient size to carry in a man’s wallet or , 
lady’s handbag. The coupon read: “Take me into Chas. , 

W. Reed, jewelers, free drawing.” The good response of A framed print was the main display prop used in this Father's Day 

Reed’s mail campaign is indicated by its 13 per cent window designed by Shreve, Crump end Low, Boston. Gifts for Dag ’ 
; . ‘ included identification bracelets, stationery, pen and pencil sets, 

return. leather goods, and a wide assortment of tie bars and cuff links, f 

Reed’s also announced the opening by taking a big ad ‘ 

in the Santa Clara Journal. A companion ad, headed by Dollar Days really came to life at McCook, Neb,, ‘ 

the word “Congratulations,” and taken by the general when retailers put new meaning into the promotion ‘ 
contractor and sub-contractors who built the modern by giving each person coming into their stores a dol 
helped h ‘wine pei lar coupon to start his shopping. The coupons turned 

store, helped to turn the opening into a public event for an ordinary promotion into an event with wide ap. ( 


Santa Clara residents. peal. 






4758S Retail: $30.00 


CLOCKS FROM HOWARD MILLER 
DESIGNED BY GEORGE NELSON 


The increasing demand for contemporary clock 


“Uy : destgns can best be satisfied by the wall and 
isu : table clocks designed for Howard Miller bj 
‘ MT George Nelson—handsome additions to any 


, 
Hid] i wm bil : P 
. cop agi home. Write department JK for free brochure. 


pial ‘ 
iy 
Gy, HOWARD MILLER CLOCK CO. 
yy, ZEELAND, MICH. 


Nationally Represented by Richards Morganthau 
225 Fifth Ave., New York 







2215 Retail: $19.50 2202 Retail: $25.00 
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Fancy Diamond Colors and Cuts 
Stimulate Sales 


Placing more emphasis on fancy colors and shapes 
has resulted in added interest and diamond sales at 
Bryan and Scott, jewelers of Colorado Springs, Colorado. 


Mark Bryan and Gene Scott, young partners who head 
this exclusive jewelry store, feel that diamond mer- 
chandising can suffer from “over-traditionalism” and 
that this field can benefit from new and unusual develop- 
ments just as any other department in the jewelry store. 
For that reason, during recent months Bryan and Scott 
have slanted their diamond promotions on a “colors and 
shapes” basis. 

“This sort of promotion is aimed primarily at young 
couples, soon to be married,” said Mark Bryan. “Because 
we operate in a high fashion community, with many 
new developments in both men’s and women’s styles 
introduced in this area, we experimented with pro- 
motions of unusual diamond cuts and colors, which 
proved successful.” 


In window and interior displays, Bryan and Scott 
feature such diamond shapes as lozenges, ovals, hearts, 
etc. In each case, such slogans as “an exciting new 
shape’—“‘modern as modernity itself’”—etc., are played 
up. 

The store has also put much emphasis on colors, in- 
cluding pinks, chartreuses, blues, and other colors which 





Zi: 





are attractive deviations from standard whites. 

Partner Gene Scott is currently studying gemology, 
a factor which is partly responsible for the decision to 
feature these out of the ordinary diamonds. 

“Since all of our extraordinary shapes and colors are 
in better price ranges, it requires skillful selling in order 
to close the sale,” Scott observed. “Often, we attract 
out-of-town visitors, particularly those who have heard 
about our full selection of colored diamonds, which 
includes just about every spectrum variation.” 

Emphasized in all advertising is the fact that every 
diamond offered is a natural color, with no artificial 
tinting involved. 





Coping with the Parking Problem 


Communities, large and small, throughout the nation 
are conducting parking surveys to find out just what 
they can do to cope with the ever-increasing parking 
problem, especially in crowded downtown areas. And 
jewelers located in such areas are vitally interested in the 
findings. 

Many experts believe that some parking troubles could 
be solved if we made better use of available parking 
space by “educating the public” as to the extent of local 
parking facilities. 

If the shopper knows ahead of time, through a map, 
or newspaper ad, just where he can park, he will plan 
his shopping trip more intelligently, with less strain and 
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EXCELLENT 
OPPORTUNITY 
for OUTSTANDING 
SALESMAN 


Experienced in Calling on 
Fine Retail Jewelers in 
Wisconsin, Illinois, Indiana, 
Michigan, Ohio, Pennsylvania, 
West Virginia, Kentucky. 


To Sell Fine Line of 
Diamond Rings 
Diamond Watch Attachments 


“ADD-A-LINK” 


Your reply will be held 


in complete confidence. 


KASPAR & ESH, INC. 
126 West 46th Street 
New York 36, N.Y. 


Manufacturing Jewelers 
Diamond Importers 





Display Features Graduation Gifts 


Tiny figurine posed in miniature trellis between leaning diplomas 
helped create appropriate atmosphere for this graduation ditts 
window created last year by Stowell's, Boston. 





irritation, and he is then likely to shop longer and spend 
more money. 

Belatedly, some large cities are getting busy in draw. 
ing up and circulating colorful parking area maps to 
shoppers through local hotels, restaurants, stores, etc, 

Omaha, Neb., population 265,000, is one city which 
has done this. The Omaha Chamber of Commerce shows 
a colored map of downtown Omaha on a parking folder 
which lists areas in different colors, such as “Off Street 
Parking,” “30 Minute Parking,” “One Hour Parking,” 
etc. 
indicated with arrows, 
Officials say this map and directions are helping more 
people find places to park according to needs. Hour zone 
markings on the maps are especially helpful, it is re- 
ported, 


One-way streets are also 


FOLDER PROMOTES CITY SHOPPING 

Part of the copy on the folder states, “In downtown 
Omaha, parking is easy. Parking meter locations vary 
in time from 12 minute zones where the parking tur- 
over must, of necessity, be consistently short—to the 3 
hour area. There are also streets where parking is per- 
mitted for certain one, two, and three hour periods with- 
out meters, And should you desire to park downtown for 
a longer period of time and shop most of the day, there 
is ample off street parking accessible at reasonable rates. 
These off street parking areas, both outdoor and indoor, 
are situated throughout downtown Omaha. 

“Omaha is famous as a shopping center. And for 100 
years it’s been, ‘Let’s go to Omaha to get it.’ Yes, Omaha 
is proud of being able to fill every need its thousands of 
visitors want every year. Omaha is THE shopping center 
for a huge trading area, and there is every type of store 
here, where you'll find pleasant and courteous sales- 
people to help you.” 

Waukesha, Wis., a city of 22,000, located 25 miles 
southwest of Milwaukee, has found it advisable to issue 
through stores a parking map in which the locations of 
8 city parking lots are noted by number. The capacity 
and time limit of each lot is also indicated on the parking 
map. Merchants in Waukesha report that the maps are 
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THE FINEST JEWELRY 
1s WWENTIFIED BY 














| METALLIC FOIL STRING 


ARCH CROWN TAGS wc. ADR ae 


——_——— 
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A NEW DESIGN SERVICE 


> Provides jewelers each month with three 
photographic sheets strikingly illustrating the 
latest ideas in modern jewelry designs. 


> Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- 
vice provides jewelers with the most modern 
design ideas with which he can sell more pre- 
cious jewelry. 
> Released monthly on a yearly subscription 
basis, this new design service is available at 
$3.00 per month. 

Write today, enclosing $3.00 for the latest 
issue and subscription form. 


DESIGNS TECHNIQUE 
62 W. 47th St., New York 36, N. Y. 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 











Gisher CHARM DISPLAY 


This display, with 24 tested charms will give you the variety and 


quality needed to start a growing charm business with your cu: 
tomers. Why not have the best? They cost no more. Look clos¢ 
at the finish, the construction, the movable parts. Sterling and 14K 


Ask your wholesaler for Fisher charms 


J. M. FISHER COMPANY, Attleboro, Mass. 









































































Come with an eye 
on increasing 
your business... 
youll see how 
it can be done 
at the 


‘ational luggage & 
leather goods show 


JULY 31ST—AUGUST 4, 1955 
CONGRESS HOTEL, CHICAGO, ILL. 


IT'S BIGGER THAN EVER _... New colors... 
new styling... new items new ideas... with 
ra ahcwmn olf2424-1-) Oummoale)-) Gum ianl ole]ac-lant selection of mer- 
chandise ever assembled under one roof! Special 
features for retailers of luggage, trunks, brief 
eases, personal leather goods! 


PLUS AN EXTRA ATTRACTION 


The Amos Parrish Merchandising Clinic 


AUGUST 2ND, 1955 
BALLROOM OF THE CONGRESS HOTEL 


Conducted by the recognized experts !n relaehale-}e) (= 
retailing! They'll give you the ‘‘tools’’ to make 
the most of your profit potential! 


SEE more... HEAR more... 
Do more... TO SELL MORE 


SPONSORED AND MANAGED BY 


LUGGAGE & LEATHER GOODS 
MANUFACTURERS OF AMERICA INC. 


Address all inquiries to: 
Jack Citronbaum, Exec. Vice President 
220 Fifth Avenue, New York. 1, N. Y. 












in strong demand by shoppers, that people save them for 
reference, often in the glove compartments of their auto. 
mobiles. 

Saginaw, Mich., a city of 105,000, finds it wise to issue 
a parking map directory entitled, “An Aid to Easier 
Parking and Driving in Saginaw,” and also prints some 
“Hints for More Pleasant Driving.” 


TRAFFIC AND PARKING SURVEY 

In a comprehensive traffic and parking survey, the 
Saginaw Chamber of Commerce discovered that 7,996 
persons were employed in the central business area, and 
that 4,101, or 52.4 per cent, drove their cars to work. 
Of those driving to work, 1,353 park their cars on the 
street, thus depriving customers of an opportunity to 
park. 

Saginaw officials conclude that parking must be pro. 
vided for three types of people: (1) the errand parker; 
(2) the shopper or clientele parker; (3) the all-day 
employee parker. They say that if it is possible to shift 
employee parkers to parking lots now available, they 
can free many valuable street parking spots for cus: 
tomers, and thus encourage more shoppers to come 
downtown. 


‘Personality Ads’ Bring Customers 
Into Small Town Jewelry Store 
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“Personality advertising” in watch repair promotion 
has resulted in an average of five or six new customers 
with each newspaper ad for Frank’s Jewelers in Gales- 
burg, Illinois. 

Warren Unzicker, head of the store, has utilized the 
“personal angle” during the past several years in a 
concentrated newspaper advertising program. The com- 
paign was originally launched to meet the store’s gradual 
slump in watch repair volume. It proved so successful 
that Unzicker has continued the idea ever since. 








ADS FEATURE STORE'S WATCHMAKER 

The plan calls for Frank’s to run a two-column, six- 
inch ad from time to time which features a photograph 
of Herbert Kraft, the store’s watchmaker. Beneath the 
watchmaker’s photo is a statement by Kraft: “I have 40 
years of experience in repairing watches and am a 
graduate of Bradley University watch repair school. | 
can give your watch the expert attention it deserves ... 
come in for a free estimate today.” 

The ad also offers a free ladies’ or men’s expansion 
band with each complete watch overhaul—which costs 
$6.50. Listed at the bottom of the ad are the services 
included in the overhauling: cleaning, polishing, ad- 
justing and case polishing. 

In a small community like Galesburg, the watch- 
maker’s photograph is instantly recognized and assures 
the store that its ad will be read by most of the towns- 
people. 

In addition, the firm’s offer of a free watchband with 
an overhaul is very effective with the customer who is 
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ADVERTISING MANAGER 
WANTED 


We are a New York ring manufac- 
turer selling a nationally advertised 
line to wholesalers and chains; the 
man we are seeking must have 
jewelry promotion experience on 
the retail level; this is a top position 
for a qualified individual; please 
state background and experience 


in a complete resume. 


Address “C., 2402” 


Jewelers’ Circular-Keystone 


100 E. 42nd St. New York 17, N. Y. 








St. Joseph of Copertino 
Flying Medallion 


designed by 
= C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam- 
ous during World War II as a special guardian of air travel- 
ers, is available again for the first time since 1946. 

Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


153 East 70th St. New York 21, N. Y. BU. 8-2718 
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NURSE’S RINGS 
A NewProfit-Maker for You! 


IS THERE 
A HOSPITAL 
IN YOUR CITY? 


Every Nurse that graduates 
from the Hospitals in your 
city can mean a profitable 
sale to you! Our beautiful 
10K solid gold Rings—created 
particularly for Nurses—are 
priced for Volume Sales to 
Nurses. 





Nurses want these rings! Just let them know you have 
them and your store will be HEADQUARTERS FOR 
NURSES RINGS. Sales will come to you month after 
month . . . from each new class of Nurses in your city. 


ORDER ONE RING OR A DOZEN! 


No die charge for orders of 12 or more. Only a small 
charge of $23 for the first die in smaller quantities . 
and from then on, you order one or a hundred without 


extra cost! 
ACT ( 3. Ui. 
NOw! \ information and 
e / 


price list. 
Also available—14K Gold College Seals and Charms 






COLLEGE SEAL & CREST COMPANY 


236 BROADWAY, CAMBRIDGE 39, MASS 











“CONTROLLED 
INVENTORY” PLAN 
Plus 


Dealer-!mprint 


*SUPER CATALOG! 


...be the leading trophy dealer 
in your community...carry the 
Arlen Trophy ‘‘Controlled Inven- 
tory’’ of fine trophies and 
awards... for every event! Arlen’s 
1955 Super Catalog contains 68 
pages of new designs in: 


e Genuine onyx, black-and-gold 
Italian Marble, white Pedrara 


e General line of trophies in 
smart new walnut woods. 


e ‘‘Marblette,”’ gem-like plastic. 
All available with ‘‘Rich-glo’’ 
figures for every sport and every e 

event and Priced Right! a ° 


SG anan 


*Sold only through Authorized Dealers! 3 

















saacecenaascescsscacaceconsswnn ing to", 
: ARLEN TROPHY CO., INC. ‘ : 
: 50 Gold Street, Brooklyn 1, N. Y. . 
Please rush me FREE-— details of your new “Selected Inven- 
tory Plan,” plus the super 1955 catalog, and how I can use it : 
: in quantity with my own imprint. . 
> FIRM NAME in : 
> NAME siabcoeanea 4 
: ADDRESS 28 
: city ZONE__STATE.___ ss SF 
| eee TTT TTT TT TT 
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Plastic-Molded Boxes 
Set New Sales Records for 
- Manufacturers, 
Importers 


oTaTe MM Le) 0) of-¥ 2, 


HUNDREDS of 
Stock Plastic 
Boxes 
to Choose From 





ph WEDGEWOOD 









FLOWER BOX 


NO MOLD CHARGE 


For Special Boxes 








Custom-made boxes made to meet your specific requirements with- 
out mold charges. Send us your product for a model. We make 
full recommendations—at no-obligation. 


Priced Lower Than Most Other Boxes 

Because of Harmon mass production and know-how as box specialists. 
Stimulate Your Promotion 

Give your sales program a new lease on life with these plastic 


molded boxes. They're re-usable and they whet the customers’ buy 
appeal with their eye appeal. 


Call or write today for 1955 illustrated brochure. Dept. J. 


HH 


“CREATORS AND SPECIALISTS IN PLASTIC BOXES” | 


331 MADISON AVENUE »- NEW YORK 17, N. Y. 
* MURRAY Hitl 7-7644 


El 0000 





QUALITY MARKERS 
STRING an RIBBON TAGS /, 


MADE OF METAL,FOIL,OR PAPER 


ATTLEBORO PRINTING & EMBOSSING CO. 
56 UNION ST., ATTLEBORO, MASS. 
















SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 


Sold Through Wholesalers Only 


JMS> JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World's Largest Manufacturer of Quality Earrings 


















having difficulty with his oor and has been planning 
to bring it in for a check-up “sooner or later.” 

“Getting the watch owner out of the habit of pro- 
crastination and into the store where he can solve both 
his repair problem and his watchband problem at the 
same cost is a combination which unfailingly gets the 
desired reaction,” claims Unzicker. 

“We average five or six new customers with each of 
these ads,” he said. “Most of them have never entered 
our store before.” 

“This gives us an excellent opportunity to show the 
store, particularly the watch department, and to talk 
trades when the old watch is in poor condition, Our 
theory is that we build the store’s prestige in this way 
and that we can also count upon repeat calls from the 
customer for either service or sales. In this way, the 
cost of the ad and the expansion band is well repaid,” 


REPAIR VOLUME INCREASED 

In the three years the firm has been using the “person. 
ality” ads, its watch repair volume has shown a steady 
climb. The first appearance of the ad halted a gradual 
slump and has completely reversed the trend. 

As a result of the use of watchmaker Kraft’s photo. 
graph by the store, his face has become familiar in the 
community. This is an additional benefit to the store, 
for Kraft now serves as an automatic reminder to his 
friends and acquaintances that it may be time for them 
to take their watches in for a check. 


Clever “‘Don’t Go Back to School’ 
Display Boosts Watch Sales 


A bit of timely humor, and skill in sign production, 
were teamed together to produce a far better 1954 back- 
to-school watch sales volume for Albert Isaac, head of 
Isaac Brothers, jewelers of Colorado Springs, Colorado. 

For two weeks prior to the opening of Colorado 
Springs’ schools, Isaac displayed a group of moderate 
to better priced “school watches” in the left window of 
his downtown Colorado Springs store. Emphasis was 
placed on shock-proof and water-resistant models, with 
style touches such as black faces, unusual case shapes, 
etc., heavily played up. 

Backing up the watch display was a sign reading, 
“Don’t go back to school—without a reliable watch to 
guard your time.” Since the letters spelling out “don’t 
go back to school” were considerably larger than the 
other words, the display immediately caught the attention 
of passing youngsters, and parents as well. 

“We attracted more watch customers who poked fun 
at us because of the signs’ message,” Isaac said. “And 
this friendly beginning often led to sales of better priced 
watches for college students.” 

Keeping the same sort of timely sign-writing, Isaac 
used another to indicate the fountain pen section, which 
is opposite the watch counter. The message here read, 
“Back to school thinking—leads to items like these 
superb fountain pens.” 
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They're here again! 
Add-a-Friend 
Borwcalets / 


Mr. Jeweler: 


we 


If you have an 
Engraving machine 
or can do hand 
Engraving Add -a- 
Friend bracelets will double or triple your business 
overnight! The initial sale is only the beginning . . . 
Add-a-Friend keeps on selling. 





Add-a-Friend bracelets start with one sterling or gold 
link on a velvet ribbon ... friends, Mom & Dad add a 
link until the bracelet is completed. Add-a-Friend 
bracelets are proven sellers . . . they were terrific in 
1915... again in 1939 ... and they’re fast becoming 
the rage again in °55. 

Make your own business boom with America’s newest 
fad ... Write for complete information and details. 


ADD-A-FRIEND CO. 


Exclusive Distributors in the U.S. 
Dept. A., P.O. Box 1292 = Birmingham, Alabama 














Eyeglass 
case $3.50 











Cigarette Clutch 
case $3.50 purse 
with 
passport 
pocket 


Luxurious all-over gold 





decoration on lustrous 
Florentine leather. Assorted colors. 


All prices Keystone. F ft MERZ & [0 
ORDER FROM ; . - 
104-106 N. 63RD ST. © PHILADELPHIA 39, PA. 


See our complete line at the Gift Shows. Also 
at our permanent displays in New York, Boston, 
Philadelphia, Coral Gables, Kansas City, and 
Chicago. 
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QUALITY 2 
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For new styling 
in a famous prestige 


line... 





THE WATCHWORD 
is 


MARVIN 


(PRONOUNCED MAR-VAN) 


GET COMPLETE INFORMATION=- WRITE, PHONE OR VISIT: 
ALEXANDER M. FEKULA, 630 FIFTH AVE., NEW YORK 20 
TELEPHONE: CIRCLE 6-7507 








The IDEAL 
Wedding Gift 


400-Day anniversary clocks in 
traditional or modern styling, 
square or dome-shaped. 


Send for literature 
Visit our Showrooms 


LARGE SELECTION OF 
@ Cuckoo Clocks @ Wall Clocks 
@ Novelty Clocks @ Alarm Clocks 
FRED J. KOCH © Imported Clocks 
65 Madison Avenue, New York 16, N: Y. 


PACIFIC COAST SHOWROOM: 
Space 271, Western Merch. Mart 











San Francisco, Calif. 











Prices 


WRITE AIRMAIL FOR PRICE LIST N°28 


JOACHIM GOLDENSTEIN 


Diamond Club, Antwerp, Belgium 


















































Le/t — This attractively-styled cuff link set jg 
made of 14K hand-hammered gold. Has tw, 
genuine black star sapphires in a four-prong 
setting. Philip-Morris Jewelers, Inc., 7 Weg 
45th St., New York. Priced at $125, Keystone, 


— wi a ie 


Right — This new “Aquabelle” ladies’ model 
from Croton is water and shock-resistant with 
guaranteed balance staff and mainspring, 17. 
jewel movement. Yellow gold filled case with 
stainless steel back. Retails at $59.50, FT], ; 


Left — Barrasso and Blasi, 31 Governor St, 
Newark, N. J., introduces this attractive new 
Rosary bracelet with crucifix and Miraculous 
medal in 10K yellow gold. Figure of Christ 
is made of white gold. Retails for $37.50, 


Right — This brightly-finished new cuff link 
and tie slide set is introduced by Larter § 
Sons, 88 Parkhurst St., Newark, N. J. Hand 
engine-turned design is in 14K yellow gold, 
Keystone prices: Cuff links $47, slide $45, 


Lejt—A popular item for teen-agers is the new 
Book-Rosary locket with a sturdy chain bracelet 
from Catamore Co., 231 Pine St., Providence. 
3ook has imitation pearl covers with cross. 
Through wholesalers only. It retails for $1. 


Right—A high-quality novelty item is this new 
Bell key ring from Leonore Doskow, Inc., 
Montrose, New York. The ring, chain and bell 
are made of sterling silver. Snap-open lock 


provides maximum protection. $2.50, Keystone. 
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Left—The new “Aquarium” model from United 
Clock features a simulated pond containing gold- 
fish that “swim.” 11 in. high by 9 in. wide 
by 614 in. deep. Base and gallery in mahogany, 
rim and spokes in 24K gold plate. $14.95. 


Right — This is Bulova’s newest model, the 
hich-style “Minute Man,” which has a 17-jewel 
movement, an unbreakable mainspring and is 
shock-resistant. Dial has alternate numerals 


with hour dots. Retail price is $29.75, FTI. 


Left—This new “Cupboard” electric clock from 
General Electric-Telechron has a large clear dial 
with black bands and numerals. It has red 
minute markers for contrast. Available in red, 
white or yellow cases. For $4.98, plus tax. 


Right—The newest addition to Croton’s line 
of water-resistant models is the “Alert”— 
described as combining efficiency with the lux- 
ury look. Steel case. Has a “good and loud” 


alarm and sweep-second hand. Retails at $59.50. 


Left—This new *Commodore” clock from Had- 
don-Products, Inc., Chicago, has a “See-Thru” 
crystal etched in a 3-D nautical scene. 24K gold 
plate on spokes, base and rim. 714 in. high by 
8 in, wide by 414 in. deep. Retails for $18.95. 


Right—Medana’s new “Rainbow” is water and 
shock-resistant and anti-magnetic. Luminous 
dial, unbreakable crystal, sweep second hand 
and colored enamel-finish inset. Two-tone dial, 
7-jewel movement. Retails at $16.95, plus tax. 
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Theyre new... they're 


Left — Bonne Jewelry Manufacturers, 17 Wey 
45th St., New York, has introduced this smart 
new heart and key pendant. Set with Senuine 
rubies and sapphires in brightly polished 14k 
gold, the charm is priced at $52. Keystone. 


Right — This centerpiece with stand is one of 
16 pieces in Oneida Ltd.’s new Heirloom “709 
line. Bowl is 1014 in. in diameter and it stands 
5 in. high; for centerpieces, salads, ete, Sepa. 
rate stand. It is priced to retail at $2059, 


Left—-Shavex Co. of Los Angeles introduces q 
new model of the “Bing Crosby Shavex,” for 
converting household (AC) current to direct 
(DC) current. Is said to increase efficiency 
of any shaver up to 60 per cent. $7.95 retail. 


Right—New idea in key cases is “Rolfs Key 
Kaddy” by Amity Leather Products Co. Unique 
PL (positive lock) hook mechanism prevents 
key loss or removal. Both ladies’ and men’s 
models with button closure. $2.50 to $7.50, 


Left — This “Decorator” silver chest in mod. 
ern, functional design is guaranteed to be 
anti-tarnish. Its sliding top is laminated 
plastic. Deep mahogany finish. By Pilliod 
Cabinet Co., Swanton, Ohio. $16.95. retail. 


Right — This new “Bavaria” stainless pattern 
from Continental Stainless Corp., 690 Broad- 
way, New York, has the simple lines of con- 
temporary styling. Imported from Germany; 
16-piece set at introductory price of $16.95. 
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Upper right — This attractively-designed new 








West - nid graphite pencil by Parker Pen Co. has 
smart igh é “first basic development in lead 
enuine — ea pa be Writes six times as much 
1 UK pencils in - " _ Pe $1) “A ; 7 
as ordinary pencils. as an unbreakable tip. 
— Lower right —Reed & Barton’s new sterling 
prs of silver bar knife in its “Silver Sculpture” pattern 
100” can be used as a fruit cutter, olive spearer, bot- 
—_ tle opener or swizzle stick. In handsome Father’s : 
bin Day box. Retails at $5.95, federal tax ine. . et at 
029.90), i 
uces a Left—New “Sabrina” stainless from Reed & 
5 he Barton is distributed by Scientific Silver Service 
deen Corp., 690 Broadway, New York. 16-piece in- 
ciency troductory set with custom, 1-piece knife in dis- 
retail play box chest is priced to retail at $16.95. 
» Ke Right — Motorola’s “Star Sapphire” portable 
Unique radio has five tubes, 90-volt battery, top-side con- 
revents trols and automatic volume control. With snap- 
men’s down handle and gold name plate. Three-way 
87.50, play. In both ivory and ebony cases for $49.95. 
| mod. Left—Kem Plastic Playing Cards, Inc., 595 
to be Madison Ave., New York, introduces its new 
inated “Rose” design in bridge cards. Available in 
Pilliod J red or yellow tea roses. Cards will not chip 
retail, or crack, Can be cleaned with a damp cloth. 
yattern Right—From Z. I. Levkov, 565 Fifth Avenue, 
Broad- New York City, is this ring (No. 99) with 
f con- two cultured pearls and six diamonds. Ring 
many; is available in 14K white gold or two-tone 
316.95, combination. It is priced at $135, Keystone. 
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Interior of store is bright and has neat, efficient displays. 


Backbone of the Business. 


Key to Suecess— 


Watch Repair Department 


by E. W. MEINERT 


Sycamore, Illinois, Jeweler 


M, ENTRANCE into the jewelry business 
and the modernization of our new location have been 
due entirely to my start as a watchmaker. I worked for 
20 years in that capacity at Rovelstad Bros. in Elgin, 
Illinois, and then decided to go in the watch repair and 
jewelry business myself. I chose to open Meinert’s in 
Sycamore, which is near Elgin. It’s the size of town I 
like—about 6,000 population—and has good industries 
and a very good farming community. At Rovelstad Bros. 
I worked under a fine watchmaker, and all work had 
to be turned out as perfect as possible. I have carried 
that idea and type of workmanship into my own busi- 
ness. 

In Sycamore, I rented the only space available at the 
time, a small room in the back of a former bank build- 
ing. My entrance was on a side street, but it was just 
around the corner from the main business district. I 
did not even have a display window. I started mostly 
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MODERNIZATIOK 





Meinert's modern store has a distinctive stone 
front and is important asset to the community. 


with repairs, as this was in 1945 when merchandise was 
hard to get. However, I bought all I could and installed 
modern show cases and a neon sign. I took in a good 
amount of repair work, which has been on the increase 
ever since. My wife kept her job in Elgin for about a 
year, and we put all the money we made in the store 
into more merchandise. At last we had all we had room 
for. We were located for eight years in this small store 
and did a good business in spite of our handicaps. 
Then our building was sold and we lost our space. 
We had been saving all we could to buy either a building 
(Please turn to page 118) 
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«And our Boontonware’s from Mother — 
She’s used hers for years and not one piece is even chipped!” 





: One of the most welcome gifts you can give (or receive) is a set of Then there is the shape of Boontonware—clean, handsome lines that 
Boontonware. This dinnerware is unlike anything you've ever seen, blend in with any kind of decorating. And there are the colors— 
felt, or used. You can use it for years without a break or a chip. soft, muted shades you can live with day after day. 


is actu; 7 ed acains -akage, _ P a ‘ ‘ - ~ 
Itis actually guaranteed against breakage The important thing is, there is a tremendous difference in Melmac 

























| There is the weight of Boontonware—a good, rich weight that is dinnerware. Ask for Boontonware at your department or hardware 
far heavier and more pleasing than ordinary molded ware. Like store. Pick it up and feel the good, rich weight of it. Look at the 
insulation, Boontonware keeps hot foods hot and cold foods cold. design and the colors. And see the difference for yourself. 
7 
le 
| Was 
alled ; : 
good . aia 
rease meee 
si, i 
uta F 
store | There’s a Boontonware service piece gift for every bride, priced from $2.25; place settings from 
room) =f $4.75; 16 piece service for four from $13.95. (Western prices slightly higher.) 
store MEIMAC® is a registered trademark of American o~* 
Cvanamid Co., New York 20, N. Y., suppliers of 
Melmac Molding Compounds to manufacturers Boontonware can brin ou 
pace. who fashion high quality dinnerware. 9 Y 
a new source 
ding of profits... 


FOR MELMAC® DINNERWARE AT ITS FINEST — 


As advertised in LADIES’ HOME JOURNAL, GOOD HOUSEKEEPING, McCALL’S, BETTER HOMES AND GARDENS = §j 


| 
| 


Anew product... 
| @ Mew source of prot 


The facts are self-evident. Today it takes really new products to increase your store traffic . . . 
sales volume... and store profit. But, let’s face it! Your choice is limited strictly to merchandise with the 


beauty, prestige and sales appeal required by jewelry stores. 





That is why Boontonware — the ‘‘miracle’’ dinnerware of jewelry quality — Guaranteed Against 


Breakage — can be so vital to your profit picture. 


Survey after survey proves that — right now —there’s a huge, pre-sold market for Boontonware among 
your customers! That’s because, for years, full color ads like the one on the other side have prestige-advertised 


Boontonware’s beauty and convenience to millions of modern women. 


To capture this rich potential — Boontonware now gives you the hardest-hitting promotion 
ever created for jewelers by any dinnerware manufacturer. Backed up by 
a unique direct mail program... this jewelry store selling plan is 


designed to increase your bridal and giftware sales. 








Here at last is what you’ve been waiting for ...a product of prestige backed up by 


a high-powered retail selling plan. Don’t wait another day. Let BOONTONWARE 


open up a completely new source of profits for you now. he Oo Cm terre yn 


WRITE FOR FURTHER DETAILS TODAY. 
BOONTON MOLDING COMPANY, BOONTON, NEW JERSEY 


MELMAC DINNERWARE AT ITS FINEST 
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New! 10-kt. gold-filled. 
Deeply engraved. 
$20, plus Federal tax. 































































Heavy chrome plate, 
engine-turned, $5.75 


Rich, genuine leather. 
Choice of colors. $6. 



























True-color ceramic 14-kt. solid gold! $175, plus 
on brilliant chrome plate. Federal tax. In sterling silver, $17 


Choice of sports. $8.50 plus Federal tax. 


THE executive gift! 
In satin-finish chrome, $11.50 
Other Zippos $3.50 to 


BEAUTY— sternal eon 
backed by an amazing promise! 


Your business is selling beautiful objects— quality, Zippos seldom need attention. 

not repairing cigarette lighters! Zippo is the original and always the superior 
That’s why you should be specially windproof lighter. Your customers will 
interested in the advantages to you be interested in this quality—and in the 

in the famous Zippo guarantee. high style of Zippo cases in precious 


metals ... gleaming chrome plate... 
genuine leather and true-color 
sports designs. Stock them! Show them! 


If a Zippo ever fails to light perfectly, 
we fix it free. Right at the factory! 
Dealing direct with customer—witnout 
a bit of trouble for you! 


Actually, because of their remarkable 3 / P70: 


with the famous Zippo guarantee 

















ZIPPQ MANUFACTURING COMPANY, BRADFORD, PA. In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont: 
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New! 


CONSTELLATION SETS 
for budget-buyers 


plus two new hit items 
pace new Carvel Hall line 


THEY LOVED US IN CHICAGO —Even our most 
ardent imitators (of which there are quite a few) were 
excited when they saw the new Carvel_Hall line. 
You could almost see the buyers mentally calculating 
their increased volume and profits. It figures, too. 
Carvel Hall’s new, imported Colonial Chests lend 
new prestige, new sales luster to the line. Sales- 
minded buyers stopped dead in their tracks when 
they saw the new Knife Sharpeners and Constella- 
tion Sets. And so will you. Get the complete story 
today. See your Carvel Hall distributor or write 
us direct. 


CHAS, D. BRIDDELL, INC., CRISFIELD, MD. 


Set No. 7700 


New! 


electric 
KNIFE SHARPENER 


The only electric sharpener 
by a quality cutlery maker 


New! 
COLONIAL CHESTS 


Imported, 
distinctive 


Set No. 5166 


SET NO. 6163—Mat. Carver, slicer, fork in Classic 
with new Colonial Chest, $37.50 retail. 


SET NO. 5166—6 Steak Knives, Classic Handles with 
new Colonial Chest, $33.50 retail. 


SET NO. 7700—New Knife Sharpener, UL Approved, 
fully guaranteed in smart Black-copper, $14.95. 


SET NO. 5746—6-pc. Constellation Set in Black- 
copper with Tray-Pak, $9.95. Also in Ivory. 
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The Jewelers’ Importance in Distribution of China, Glass and Gifts 
China, Glass & Gifts—Their Importance to the Jewelers’ Volume. 
China and Glass Star in Window Displays 


Speaking of China, Glass & Giftwares . 


nA 















A JCK SURVEY 































— The JEWELERS’ 


importance in distribution 








Of CHINA, GLASS & GIFTWARES. 


Due to the limited research on the subject, there has been considerable conjecture and 
crystal-gazing in recent years concerning the number of jewelry stores in America which have if 
china and glass departments. There is a similar scarcity of facts on the number of jewelers 
who have giftware departments: ceramics, figurines, objets d’art, trays and similar items. 


This enigmatic situation is certainly not because these lines are newcomers to the jewelry 
store. On the contrary! We know for as far back as 1900, this magazine had, as it still has, a 
special editorial section devoted specifically to the merchandising of china, glass and gift- 
wares and news on those particular trades. 


For an up-to-date picture, JC-K recently conducted a nationwide mail survey to deter- 
mine just how extensively china, glass and giftwares are distributed through jewelry stores. 
Questionnaires were sent to 1978 jewelers. Information was gathered from the replies of 1139 
jewelers—an unusually high return. These 1139 jewelers are located in large and small cities, 
metropolitan areas and rural districts in every section of the country. Because of the scope 
of this sampling, the results should provide a reliable representative picture of the distribution 
of china, glass and giftwares through the jewelry industry. 





It will no doubt come as a surprise to many jewelers that this survey indicates that 80 
per cent of the retail jewelers throughout the country have either a china and glass department 
or a giftwares department; many have both, of course. Now, when 8 out of 10 businessmen 
agree on the value of anything, it certainly deserves full consideration—perhaps reconsidera- 
tion—by the remaining two businessmen. 


Should these two not ask themselves, “Am I missing a good source of income from china 
and glass and giftwares? With four out of five jewelers currently finding them good lines, had 
I not better give serious consideration to putting them in?” This particularly, as the survey 
shows that 65 per cent of the jewelers have china and glass departments. (Out of this 65 per 
cent, 50 per cent of the jewelers have BOTH china and glass departments AND gift depart- 
ments.) For a complete percentage breakdown, see chart illustrating this article. 
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How important are china and glass to jewelers? 
And how about giftwares? Here is an up-to-date 
picture of the distribution of these products 
through jewelry stores, based on a nationwide 


mail survey conducted recently by The Jewelers’ 
Circular-Keystone. 


Footed tumbler by U. S. Glass Co., china pattern by Haviland. 





























































Distribution. (continued ): 


—---------(HINA & GLASS DEPTS.--------------- 









50% 
OF JEWELERS 
HAVE (BOTH) 


15% 
OF JEWELERS 


HAVE (ONLY) 
CHINA & GLASS DEPT. 





CHINA, GLASS & GIFTWARES DEPT. 


15% 
OF JEWELERS 


HAVE (ONLY) 
GIFTWARES DEPT. 


20% 
OF JEWELERS 
HAVE NEITHER 
DEPARTMENT 











7 
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® 65 per cent of jewelers surveyed have china and glass departments 


® 65 per cent of jewelers have giftwares departments 


* 8 of 10 jewelers carry china and glass or giftwares or both 


’ 


The jeweler’s currently high (and increasing) interest 
in china and glass is easily explainable. From a mer- 
chandising standpoint, china and glass are “natural” 
lines, companionable to a silver department and com- 
plementary to the services performed by a bridal advisor. 
Certainly, if a jeweler can sell one of the important 
accoutrements of dining—silver—why not china and 
glass? 

So, from a merchandising perspective, it is understand- 
able why jewelers are attracted to china and glass. But 
this is only a partial explanation. For it is also true that 
many jewelers have become dependent upon china and 
glass for additional sales volume to compensate for the 
sales decrease in recent years of some of their staple 
lines. Competition from specialty shops, department 
stores and, more recently, from discount houses has 
caused more and more jewelers to give serious considera- 
tion to the addition of new and appropriate lines. As 
noted previously, however, china and glass can hardly 
be considered “new” to the jewelry store! More accu- 
rately, we might say jewelers are reawakening to the 
real profits which their present china and glass depart- 
ments can pay them if. they promote them properly. 
(See following article on how jewelers are doing with 
china and glass.) 

One can also get a better understanding of the jeweler’s 
attraction to china and glass by viewing economic and 
population trends. The nation is currently enjoying peak 
productivity and employment. More people have more 
money to spend on themselves and their homes. Also. 
the population of the country is rapidly increasing. From 
the point of tableware prospects, there are today nearly 
18 million females between the ages of 15 and 35—most 
of whom are good china and glass as well as silver 
prospects. The number of females in this age bracket 
will continue upward each year to an estimated 23 mil- 
lion in the year 1964. 

This is of particular significance to the jeweler. It 
means that he can expect an increase in his wedding 
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business: china and glass as well as silver. It also means 
that he must be prepared to capitalize on this profitable 
opportunity lest these prospective customers buy else- 
where. 

Let us return to the survey results. We see that 50 
per cent of the jewelers in the survey replied that they 
carry both china and glass and giftwares. Another 
15 per cent stated they stock china and glass but have 
no giftware merchandise. 

Like china and glass, giftware items also have a 
“natural” affinity to the jewelry store. In fact, they 
belong there because a jewelry store is primarily a gift 
store. Particularly are these items appropriate when a 
jeweler has a china and glass department. (Remember, 
the survey indicated that 50 per cent of the jewelers do 
For, a 
prospect shopping for tableware items is predisposed 


carry giftwares as well as china and _ glass.) 


toward decorative home accessories. It is a logical sell- 
ing sequence to go from the table top fashion depart- 
ment to the related giftwares department. (Particularly 
with people seeking unique—perahaps inexpensive—gift 
items for a bride who has registered at the store.) 

But giftwares do stand independently; they have a 
singular fascination to all shoppers. 

Today’s householder has more take-home pay in his 
pocket than ever before. He is constantly in search of 
decorative but inexpensive items for the home. Also, 
many a customer browses for a gift suitable to present 
to a hostess. 

The importance of giftwares as dollar and _traflic- 
builders is recognized by retail jewelers, for 65 per cent 
of all jewelers have a giftwares department. 

In only 20 per cent of the jewelry stores (one in five) 
will you find neither a china and glass or a giftwares 
department. This small group will soon be smaller, ac- 
cording to the trend as indicated by information gleaned 
from JC-K’s survey. For, approximately two per cent 
of the jewelers in this group are planning to add china 
and glass or giftwares in the near future. THE END. 
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From a numerical standpoint, jewelry 
stores are recognized as important 
distributors of china, glass and gift- 
wares. But how important, dollar-wise, 
are these lines to the jeweler? Here 
are some answers. 


CHINA, GLASS & GIFTWARES 


.. their importance to the 


Jeweler's VOLUME! 


In the preceding article it was noted that jewelry 
stores are important outlets for the distribution of china, 
class and giftwares (ceramics, figurines, objets d’art, 
trays and similar items). Therein, the results of a 
nationwide JC-K mail survey revealed that 80 per cent 
of America’s jewelers have either a china and glass 
department or a giftwares department—(50 per cent 
have both). A percentage breakdown is given on the 
opposite page. 

Obviously then, jewelry stores—from a numerical! 
standpoint—are important to manufacturers, importers 
and distributors of these lines. But how important are 
china and glass to the retail jeweler? What percentage 
of his total annual sales volume can be attributed to 
sales of china and glass? 

To find the answers to these and other pertinent ques- 
tions. JC-K conducted a second, follow-up, survey among 
those jewelers which the initial survey uncovered as 
having departments devoted to china, glass and gift- 
wares, 

This second survey indicates that for the majority 


of these jewelers—three out of four—sales of china and 





glass constitute from 10 to 20 per cent of their total 
sales volume. For some jewelers—about five per cent 
of those surveyed—china and glass sales constitute over 
20 per cent of total sales volume. (See table below for a 
complete percentage breakdown. ) 


PERCENTAGE OF TOTAL VOLUME FROM CHINA-CLAss-GIFTS 


Percentage of Estimated percentage 
c P § 


jewelers replying of total sales 


40% said 10% 
23% said 20% 
21% said 4% 
11% said 15% 

5% said over 20% 


A cursory examination of these impressive percentage 
figures clearly indicates that china and glass are impor- 
tant to those jewelers carrying these lines. In com- 
parison with many other lines in the jewelry store, table- 
wares are profitable and desirable products. 

The successful merchandising of china and glass—like 
their companion line, silverware—depends greatly upon 
the extent of the patterns carried in stock. This is under- 
standable because the purchase of fine tablewares is not, 
of course, a spot decision. It is a lifetime purchase and 
accordingly it is given careful and painstaking con- 
sideration by a customer. She is unable to base her 
selection on a limited number of china and glass pat- 
terns; and as jewelers know from experience, this is 
likewise the case in flatware. 

Now just what types of china are found in jewelry 


stores. Let us refer to the survey returns. They show 
(Please turn to page 110) 
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by Virginia 


Both family living and company entertaining are being 
done on an increasingly informal basis these days . . . 
we eat all over the house—and outside of it when the 
weather permits—picnic style on the patio, a tray in 
front of the television set, buffet style often for even the 
most important guest occasions. With such a trend in 
evidence, one might conclude that dining appointments 
would reach the paper cup and plate stage before long. 
and china and glassware sales would reach an all time 
low! Quite the contrary is the fact, however. Today’s 
housewife and hostess is not only as eager as ever to 
set a pretty table, but she is more conscious of harmony 
of color and design in her tableware . . . more than 
ever concerned with the suitability of its design with its 
surroundings and more aware of the variety which is 
possible in table settings. 
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A, In this suggested window display 
arrangements of silver, china and 
glass are grouped according to three 
different design styles. The center 
copy card might read, “Harmony for 
Your Table in Fine China, Glass and 
Silver,” Copy scrolls for each group 
would read, “If You Like Modern,” 
“Tf You Like Colonial,” and so forth. 


B. The theme of this display is “Tea 


or Cocktails .. . Luncheon or Dinner . . . 


Let the Setting Be a Gracious One.” 
A circular elevation 8 to 12 inches 


high is set as a tea table. 


Dixon 


She is no longer content with one “good” set of dishes 
and an assortment of odds and ends for everyday use. 
She wants to set her table with appropriate style and 
color whether it is sit-down service in the dining room, 
a tray on the knees in: the living room, barbecue style 
in the yard . . . even breakfast on a counter in the 
kitchen . . . for a dozen guests or just the family! To- 
day’s homemaker likes to mix and match her tableware 
patterns for variety and she is very conscious of the 
importance of attractive food service in the proper nour- 
ishment of her family. In other words, she is in the 
market for more china and glassware than ever before 
and more jewelers than ever before are responding to 
this trend by adding or increasing these lines of mer- 
chandise. 

The women’s homemaking magazines have had much 
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yes 


You can sell more of anything 


—when it’s “advertised in the Post’’! 





@ Whether you sell shoes or sunglasses, your best 
customers are Post readers @© They pay more 
attention to Post advertising @ They have more con- 
fidence in Post-advertised products @ You sell them 
when you tell them, ‘It’s advertised in the Post.’ 





—gets to the heart of America 
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to do with the increasing interest in good design in 
home furnishings and have made women aware of the 
possibilities in table settings with irresistibly appealing 
photographs of original table settings and informative 
articles on correct appointments and the new merchan- 
dise available. In the same way that these magazines 
have created interest and attention for new tableware, 
you can bring customers to your store to purchase this 
merchandise. You can do an even better job than the 
magazines because you can present the actual merchan- 
dise “in the flesh” which should be very much more 
eye-appealing than the most luscious color photography. 
You should be just as much of an authority as the maga- 
zines in the eyes of the hostesses of your town in the 
matter of what is new and what is correct for the well- 
dressed table . . . for breakfast, luncheon, tea or dinner. 
The jeweler who sells glass and china has a definite 
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C, Two semi-circular plaques provide 
adequate space to display 6 place 
settings. The plaques may be covered 
with fabric resembling a table cloth 
or they can be painted. Plates and 
flatware are arranged on both sides 


of the central display unit, 


D. A two-step elevation provides 
space for a number of coordinated 
place settings in this window. Paper 
butterflies flutter across the 
background and the copy ribbons. 


Copy might read, “Gay as a Butterfly 






. Pretty as a Picture... Your 


Table Set by Blank’s Jewelers.” 


advantage that most other merchants selling these lines 
do not have. The jeweler also sells silverware and 
therefore can make his table settings complete to the 
last detail. Department stores carry all of these lines, 
but usually in departments more widely separated than 
they are in the jewelry store. Gift shops generally do not 
carry silverware. From a display standpoint the com- 
bination of silver, china and glass in close association 
benefits all three. Silverware displays are more inter- 
esting when combined with their natural companions on 
the table. The opportunity fer tie-in sales is naturally 
greatly increased. 

The important display advantage that this combina- 
tion of merchandise makes possible is the showing of 
the merchandise as it is used so that it is easy for the 
shopper to visualize these pieces on her own table and 


(Please turn to page 114) 
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than any other magazine” 


“You can understand why,” writes Mr. Carey, 
because “House BEAUTIFUL has consistently 
produced more inquiries at lower cost than 
any other magazine we use or have ever used. 
That’s all we have a right to expect from a 
consumer magazine but House BEAUTIFUL 
does more... HouSE BEAUTIFUL helps us sell 
the retailer, too.” 


You’re so right, Mr. Carey. Among our 
650.000 upper-income, pace-setter families 
(3%4-million readers) are 50,000 actively 
engaged in retail trade all over America. 
House BEauTIFUL sells your best prospects 


FOR JUNE, 1955 








“More of our advertising dollars go into House Beautiful 


on both sides of the selling counter. 


“We are well into our 17th year,” continues 
Mr. Carey, “of successful advertising in 
House BEAvuTIFUL...we are looking forward 
to many, many more profitable years in 
House BEAUTIFUL.” 

You can take it from Mr. Carey. When it 
comes to producing profitable results, HOUSE 
BEAUTIFUL leads the way. Ask our representa- 
tive for full details today. For a copy of Mr. 
Carey’s letter, write Mr. T. L. Masson, Adver- 
tising Director, House BEAUTIFUL Magazine, 
572 Madison Avenue, New York 22, N. Y. 








The iactoas “- 

Bast &s. 

tore Ritter: 
New York « Atlanta 
Boston * Chicago 
Cleveland * Detroit 


Los Angeles + Tyler 
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China 
Glass & 


Giftwares 


by MADELINE LOVE 





Y this time most of the new china, glass and gift- 

ware designs which will be introduced next month 

at the New York show, have reached some stage 
of development. Some lines are complete. Others are still 
in a state of flux. But all of the manufacturers and im- 
porters have pondered on the,matter of color and form, 
and have reached conclusions which you, the retailer, 
will pass on at show-time. 

Where have these new designs come from? Have they, 
like Minerva in the legend, leaped full-blown from 
someone’s head? 

Rarely. Most new designs are the fruit of concentrated 
study by the designer followed by long consultations with 
the manufacturer, whose viewpoint is often quite 
different. The head of any factory, whether it makes 
china or nails, must think first in terms of profits or he 
doesn’t have a factory very long. The designer is a 
creative artist who hates to see his carefully-worked-out 
ideas changed just because they cannot be produced 
profitably. Yet each man knows, really, that the other 
has a good argument and a working compromise is 
usually reached in time to introduce a new line on 
schedule. 

Ideally, however, the designer is made a part of the 
management team. He studies design development in 
other home furnishings fields, he watches both the retail 
and the wholesale markets with an alert eye, and he 
talks over his findings with the factory heads before 
deciding on his design themes. He sits in on manage- 
ment meetings and works closely with the production 
department so that each will know the other’s problems 
and, if possible, find mutually satisfactory solutions. 

This, we repeat, is the ideal. It is approached now by 
some factories and it is one trend which you, the retailer, 
can watch with unalloyed approval. You have a vested 
interest in the results. 

* * *% 
TEMWARE cut in patterns to match four popular 
Franconia China dinnerware patterns has_ been 
brought out by Herman C. Kupper, Inc., of New York, 
Franconia importers, in time for the National China, 
Glass and Pottery Show to be held next month in New 
York. 

Albert Weber, president of the Kupper concern, has 
selected two different stemware shapes for the new line, 
which has been officially named “HCK Companion 
Crystal.” The shapes include goblet, claret, cocktail, 











Striking coffee service 
using black basalt and 
white Queensware with 
bone china 7” plate in 
“Partridge in a Pear 
Tree” design. From 
Josiah Wedgwood & Sons, 
Inc., of New York. 


Designed 40 years ago by 
Haviland, France, this 
“Beauvais” design has 
been re-introduced in 
subtle, new colorings; 
5-pe. setting, $14.30 
retail. From Haviland 

& Co., Inc., New York. 


Bavarian glass punch set 
with 7-qt. crystal bowl, 
twelve 6-0z. cups with 
handles and feet in pink, 
green, smoke, and amber. 
It may be retailed for 
$20. From the Geo. 
Borgfeldt Corp., N. Y. 


New china dinnerware from 
Rorstrand, Sweden, has 
delicate embossment, 
appears here in “Astrid” 
design of golden snow- 
flakes and gold lines; a 
5-pe. setting retails for 
$15.50. From Fisher, 

Bruce & Co., New York. 


“Princeton” stemware in 
Tiffin crystal has deeply 
cut mitres in bowl, may ° 
be retailed for $36 a 
dozen; also made in high 
balls, old-fashioneds, 
cocktails. By United 
States Glass Co., Tiffin, O. 


Designed by Jean Luce, 
this interesting “Focus” 
pattern in Arzberg china 
from Bavaria is developed 
in pink and black; 5-pe. 
setting, $10.95 retail. 

From H. E. Lauffer & Co., 
Inc., of New York City. 


























New shape in Royal Vienna 
Augarten china, banded 

in 6 new colors—tea and 
saucer, $10.50 retail; 

coffee cup and saucer, $7; 
cake plate, $5.50. From 
Hudson Art Importing Co., 
Inc., New York City. 


“Golden Fantasy”—garland 
of golden blossoms shown 
on white Bavarian china 
by Heinrich, with gold 
edge-line; 5-pc. setting, 
$15, retail. From Ebeling 
& Reuss, Inc., Phila. 


New “Companion Crystal” cut 
to match four Franconia 
China designs—shown here 

is “Arietta” pattern, to 

retail for $1.50 each. It 

is made especially for 

Herman C. Kupper, Inc., 

of New York City. 


One of three new shapes in 
Strombergshyttan crystal 
vases from Sweden, copper 
wheel engraved, is 6” in 
height and may retail for 
$35. Distributed by R.C. 
Brodegaard & Co., Inc., 

of New York City. 


Quarter-pound covered 
butter dish to match about 
40 Spode patterns has been 
added to New York stock by 
Copeland & Thompson, Inc. 
In “Buttercup” decoration, 

it retails for $7.00. 


Deep brown, green, rust, 
turquoise are used in this 
“Calico Leaves” design in 
Peter Terris china—for 
cooking and serving; a 16- 
piece starter set, $16.95, 
retail. By Shenango China, 
of New Castle, Pa. 














sherbet (or champagne), brandy, fruit juice, and iced 
tea, and they are cut in the “Arietta,” “Hawthorne,” 
“Millefleurs,’ and “Summer Bloom” designs. They 


range in price from $1.50 to $1.90 each, retail. 
* * 
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|: — is a view of a portion of the new showrooms 

recently opened in Suite 1003 Brack Shops, Los 
Angeles, by Paul A. Straub & Co., Inc., of New York. 
Occupying more than 1600 square feet of space, the 
showrooms are painted in a muted pink and a soft green, 
with fixtures in dubonnet color. The showroom managers 


are Fred and Ruth Traver, who were hosts at an opening 
party April 15 in the new quarters. 
%* * * 

EW officers chosen by the China, Glass & Pottery 

Association of America include: William Auslander, 
buyer for Gimbel Bros., New York, president; Charles 
Morsell, first vice president; Bernadette Ghisi, of Wiss 
Jewelers, Newark, N. J., second vice president; Theodore 
Daniels, third vice president; William Schreiber, Jr., 
treasurer; and John Henry Griffin, secretary. Directors 
are Fred Herbeck, Hugo Bader, Gerald S. Stone, Robert 
Seldes, Sid Kreines, and Paul Schneeloch, Jr. 


* + 


J. M. TASSIE 


OHN M. TASSIE, executive vice president of Lenox, 

Inc., was chosen president of the newly-organized 
American Fine China Guild at a meeting held April 25 
in Chicago by principals of six of the leading domestic 
china manufacturers. Thomas W. Hogan, of Flintridge 
China, was named vice president; A. R. Said, of Glading, 
McBean & Co., (Franciscan china) treasurer; and Lynne 
A. Warren, of Shenango China Co. (Castleton china), 
secretary. Other members of the Guild are Haviland & 
Co., Inc., and Onondaga Pottery Co. (Syracuse china). 
Membership is open to other companies selling fine 

(Please turn to page 112) 




















































“SPRINGTIME”—from HEINRICH & CO., 
Bavaria, this shadowed pattern of spring 
blossoms in pink with tiny green leaves, 
gray branches—on coupe shape with large 
plate; coin gold edge line. 





5-pe. Setting: App. $8.50 retail 








With a ring as clear as a bell, this is Style No. 643 in 
Bavarian potash glass stemware—made in three color 
effects—bowl of pink, with crystal stem and foot; in 
all-erystal; and all-smoke. Available in claret, goblet, 
and saucer champagne (shown here); also cocktail, 
cordial, 12-0z. footed tumbler, and 6-0z. footed tumbler. 


Retail: App. $9 a doz. 


See Our Many Lines at the 
NATIONAL CHINA, GLASS and POTTERY SHOW 
New Yorker Hotel, July 17-22 
Rooms 611, 612, 614, 615 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 EAST 23rd ST., NEW YORK 10, N. Y. 








712 S. Olive St. (Mdse. Mart) 44 York Street 
Los Angeles, Calif. Toronto, Ont., Canada 
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The Jewelers’ Volume 
(From page 103) 


that 92 out of 100 jewelers stock one or more American 
dinnerware brands. Eighty-three per cent of jewelers 
reported they stock imported lines. These over-lapping 
percentage figures indicate that in the majority of 
jewelry stores one finds a good representation of both 
domestic and imported dinnerware brands. 

As for the imported lines, the following countries are 
represented in jewelry stores and are listed here jn 
numerical order of the frequency with which they were 
mentioned by the jewelers: England, Germany, France, 
Japan, and Finland. To a lesser extent were mentioned 
dinnerware lines from Denmark, Portugal, Ireland, 
Austria and Italy. 

The above refers only to countries of origin on im. 
perted lines and the frequency of representation in 
jewelry stores. The survey did not attempt to determine 
volume of sales for imported lines, by country of origin, 


SOURCES OF STEMWARE 


In the case of stemware, we find that 98 per cent—or 
virtually every jeweler — reported carrying American 
stemware. Fifty-four per cent of the jewelers indicated 
they carry one or more imported stemware lines. 

In order of numerical mentions, the foreign coun- 
tries represented most frequently in jewelers’ stemware 
lines are: Sweden, England, Germany, and France. To 
a lesser extent, one finds brands from Belgium, Finland, 
Czechoslovakia and Portugal. 

From the above data one can see why china and glass 
are important profit-makers for jewelers. And a char- 
acteristic of the more successful operations is a well- 
rounded merchandise selection. 

Let us now look at the replies to the questions on gift- 
wares. It was noted in the preceding article that 65 per 
cent of the jewelers carry giftwares. They were asked, 
“Do you have a separate giftwares department?” To 
this question, 56 per cent of the jewelers who have gift- 
wares reported that they have distinctly separate depart- 
ments. The remaining 44 per cent indicated that their 
giftware items are combined with other departments in 
their stores. 


PERCENTAGE OF Ap BupGeT FoR CHINA-GLAss-GIFTS 


39° of jewelers spend 4% 
31° of jewelers spend 8% 
9% of jewelers spend 15% 
9'~ of jewelers spend 26% 
© of jewelers spend 20% 


5° of jewelers spend over 30% 


An indication of how a retailer ranks a particular 
line is the amount of advertising money he allots to mer- 
chandising it. Accordingly, the survey questionnaire 
asked, “What percentage of your advertising budget is 
spent on china-glass-giftwares advertising?” The survey 
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Designed to sell with informal tableware 


They should be popular as gift 
items, but you'll get your biggest 
volume with tie-in sales. Fostoria’s 
‘*Modern Primitives” are informal 
tumblers designed to sell with the 
new earthenware patterns. The 
colors are right. (Pink, marine, 
smoke, amber, clear crystal.) And 
the patterns are right in line with 


the “primitive modern” trend in 
interior decoration. Prices are low 
for handerafts of this quality: 
juice, 75¢; beverage (illustrated), 
85¢; big kingsize- -queensize 
“cooler om 95¢. And we're bac king 
them up with a full-page, full- 
color ad in the May issue of 
Holiday magazine. 


W(Westear 


irvey FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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showed that 4 of 10 jewelers spend about 4 per cent on China, Glass & Giftwares 
their china-glass-gift advertising. The next largest group (Fim omne 100) 


—3 of 10 jewelers—are spending about 8 per cent on 


this advertising. For 2 of 10 jewelers—who are obvi- domestic china, who meet Guild qualifications, 

ously very successful in merchandising these lines—the Preliminary meetings of the group were held during 

budget figures range from 15 to 25 per cent. the Pittsburgh Show last January, and it is planned 
that the new Guild will meet twice a year during the 

VOLUME IN TWO-YEAR PERIOD Pittsburgh and the Chicago shows. The purpose jis the 






























promotion of public education in the matter of American. 


- eee ’ ‘ made china dinnerware, an increase in public demand 
survey was how the jewelers’ china-glass-gift business for such ware, and the promotion of high standards of 
stacks up against that of two years ago. Ninety-five per hnidiiiaiain: iii " 


cent reported that the volume was the same or better. . - * 
This total breaks down as follows: 65 per cent reported 
business had improved in these lines, while 30 per cent 
noted there was no change. Only 5 per cent reported 
china-glass-gift business less than two years ago. 


The last, but perhaps most significant question in the 





INDIVIDUAL JEWELER INTERPRETATION J. C. CALLACHAN 


The value of the JC-K survey: data presented in this 
and the preceding article is necessarily dependent upon 
individual jeweler interpretation—and application! It is 
hoped that this material will prove useful as a guide to 
future planning, for those now having china, glass and 









giftwares departments. And as an inspiration for serious OSEPH C. CALLACHAN has been appointed eastern 
consideration of the profit possibilities in these lines— sales representative by China Fashions, Inc., 225 
for those jewelers who do not now have departments for Fifth Avenue, New York, newly-formed company spe- 
their sale. cializing in Bavarian and French dinnerware. Mr. 








Nationally Advertised 


PASCO CHINA 


ep 


The oustanding China 





from Bavaria 


She rend 


Pattern No. 30840 


from 


LORENZ 
HUTSCHENREUTHER 
Available in Place Settings, 


Open Stock and 94 and 64 
Piece Sets. 


PAUL A. STRAUB & CO., Ine. 


Established 1915 
19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 
Los Angeles Showroom: Brack Shops, 527 W. Seventh Street 
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“COMPANION CRYSTAL” 
NEW 


beautifully cut 
to perfectly match 
FRANCONIA CHINA patterns 


AVAILABLE NOW: 


¢ 4 new cuttings 


¢ 2 new shapes 





© 7 sizes: GOBLET * CLARET * COCKTAIL 
SHERSET «, CORDIAL “ARIETTA" is th fect tchmate to F ia's "Arietta" di 

FRUIT JUICE * ICED TEA nerware ‘potas te Gute. white jequelenend ohinm, Srieumed with 

finest Platinum and delicate border of grey leaves with pale 


i = ’ blue stars). Stemware is priced at $1.50 Retail per piece. 5-pc. 
in finest Bavarian crystal dinnerware Place Setting with 10!/."' dananglite is $8.95 retail. 


TAILORMADE for a style-wise public, Companion Crystal is the result of careful testing 
with consumers, retailers and table fashion experts who know what they want. Fabu- 
lous success with outstanding Franconia China patterns planted the seed and from it has 
grown a product of custom-made luxury at realistic prices: 


ILLUSTRATED: "'MILLEFLEURS" $1.75—"'SUMMER BLOOM" $1.80—"HAWTHORN" $1.90. All prices are retail per piece 
(Slightly higher South and West). Stocked in New York for immediate delivery. 


HOTEL NEW YORKER - ROO 2 
AT THE SHO © JULY 17-22 _ 














ANNOUNCING “VIGNETTE” 


FRANCONIA CHINA’S new contender 


for the Show’s most beautiful pattern! 














One of many new patterns to be shown, 


Vignette’s asymmetrical beauty has 





already drawn preview “rave notices” 





from leading stylists. In pure white 





translucent china, in Franconia’s coupe 





shape banded with finest Platinum, the 








advance styling in New Blue and soft 





Greys indicates outstanding success as 





our leading seller this season! 5-pe. 





Place Setting with 1014” dinnerplate: 
$9.95 Retail (Slightly higher South 
and West). 














Herman C. Kupper, Inc. 39-41 West 23rd St., New York 10, N. Y. 
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IMPORTANT ANNOUNCEMENT 


To our Western customers in: 


California 
Arizona 
Oregon 
Washington 
Idaho 
Nevada 
Utah 
Montana 
Wyoming 
(Oe) fel e-Lele) 
New Mexico 


The EBELING & REUSS CO. line is now car- 
ried in STOCK at PASADENA, CALIFORNIA, 
and is sold f.o.b. that city to serve our 
western customers, at 


No _Jucrease in Prices | 


SCHUMANN, JAEGER and HEINRICH 
fine Bavarian dinnerware 


“TUSCAN” English Fine Bone China 


“HUMMEL” figures— 
only the original and genuine 
GERMAN CUT LEAD CRYSTAL 

AND CASED CRYSTAL 


COMPLETE GIFTWARE LINES 
FROM GERMANY, ENGLAND, ITALY 


We invite our customers to inspect the complete 
line on display in the showroom of our Los 
Angeles representative, 


Mr. Clyde McCulloh, Brack Shops 
527 W. 7th St., Los Angeles, 14, California 
Representatives: 
Dorothy Barrick and Clinton Eastman 
We shall, of course, continue to ship to our 


Eastern customers from our warehouse in 
Philadelphia. 


EBELING & REUSS CO 


Established 1886 
Main Office: 707 Chestnut Street, Philadelphia 6, Pa. 
Showrooms: 

NEW YORK 10, 225 Fifth Avenue 
CHICAGO 54, 1557 Merchandise Mart 
PHILADELPHIA 6, 707 Chestnut Street 
LOS ANGELES 14, 527 West 7th Street 





Callachan will sell the wares of C. M. Hutschenreuther 
and Johann Haviland, both of Bavaria; and Villeroy 


& Boch, of Saar, and he will continue his representation 
of Smith Metal Arts, Inc., with whom he has been as- 
sociated for five vears. 


N additional floor of showrooms in the Alexandria 

Hotel, Los Angeles, has been taken for exhibitors 
in the 41st California Gift Show, to be held July 24 to 29, 
This makes a total of four floors at the hotel, in addition 
to the Biltmore Hotel, Merchandise Mart, and the Brack 
Shops. The addition will take care of 60 more exhibitors, 
making a total of almost 550. 


* *% % 


HE Cambridge Glass Co., of Cambridge, 0., which 

closed down last July after more than a half-century 
of production of fine glass tableware, was re-opened 
at the end of March and production has been resumed 
under new management. The re-opening is due in large 
part to the efforts of former workers at the factory, 
who for months have been canvassing the community for 
financial backing, and, themselves. pledged the purchase 
of more than $260,000 worth of stock through payroll 
deductions. K. Theodore Korn, management consultant, 
is president of the new company, and Thomas J. Walshe, 
Jr., who was a Cambridge sales representative for many 
years, is vice president in charge of sales. Edward 
Korach, of Akron, O., is treasurer, and Clark Gamble, 
a long-time Cambridge man, is vice president in charge 
of manufacturing. Mary Martha Mitchel, executive 
secretary, has been promoted to the position of assistant 
to the president. 


China and Glass Displays 
(From page 106) 


in her own home. This display principle has been 
proving itself for too long a time for it to be necessary 
to emphasize it here. But in your display planning, do 
take a cue from the pages of the popular women’s maga- 
zines and display colorful and original ideas in table 
arrangements in your windows and on tables inside the 
store. There may even be times when you can tie in a 
display with pages from one of these magazines, repro- 
ducing one of their table arrangements with the same 
or similar merchandise in your own store. Feature the 
magazine pages with your display to lend authority and 
prestige. , 

Sketch A suggests an arrangement of silver, china and 
glassware grouped according to three different design 
styles. “Harmony for Your Table in Fine China, Glass 
and Silver” might be the copy message on the center 
copy card. “If you like Provincial .. .” “If you like 
Modern . . a 


“Classic .. 


.’; or “Colonial...” or “Georgian...” or 
.’ would be on the copy scrolls on each 
grouping depending on the merchandise you use. Two 
large wooden frames separate the two groups agains! 
the background. Another group is arranged on a circular 
panel on the window floor. Lengths of drapery fabric 
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COAST-TO- COAST 
REPRESENTATION 


Ne eUNS 


CHICAGO—Merchandise Mart 
NEW YORK—225 Fifth Avenue 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI—46 SE Eighth St. 
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STYLED IN TRADITIONAL 
ENGLISH DESIGN | 


stant 


Fine Imported White Porcelain Decorated in Classic 
Pink Roses or Delicate Violets 


been 


table 

the 
in a 
»pro- 
same 
> the 


and 


and No. 2275 G6 Cum semmet ......... 5 Pees eee $18.00 doz. ind. packed 

sign No. 2276 Handled Sugar and Creamer ...........-- $12.00 doz. pairs. packed set of 2 
sass No. 2300 Matching Teacups and Saucers (not shown) . .$ 6.00 doz. packed doz. lots asstd. 
enter 
like 
OH 
each 


Two 


are | GEO. ZOLTAN LEFTON, Imports 
ibric All Imports are shipped: 


F.O.B. Geo. Z. Lefton, Chicago Warehouse or WRITE FOR OUR MAIN OFFICE and SHOWROOMS, 
1550 .Merchandise Mart 


Chicago 54, Illinois 





F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse COMPLETE CATALOG 
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THE WFINE ENGLISH 


DINNERWARE 


COPELAND 

RAZ 

° . SP oD E 
Fine English Earthenware gf 


ENGLAND 





. ° SPOUE 
English Bone China Coretancs cnima 
ENGLAND 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 































Coltal Mivaiiiiii from Ti ais 


Gay, colorful cocktail accessories new from Paris! 


Stylized snail of plastic in natural colors is the holder for 
8 stainless steel cocktail forks with plastic snail tops. 


No. 503/262—43/,” high, 414,” wide overall, $9.50 Retail. 


The clever tub is of wood and may be used to hold tidbits. 
It has plastic olive handles and holds 6 cocktail picks 
topped with a plastic olive. 


No. 503/208—43/,” high, 51/4” wide overall, $7.50 Retail. 


Prices are Retail, subject to usual trade discount. 


Fiidon ee Importing ll Doe. 


225 Fifth Avenue New York 10, N. Y. 
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which harmonize in color and pattern with the mer. 
chandise lend interest and softness to the two back. 
ground arrangements. A variety of patterns and pieces 
in china and glass with a few pieces of silver flatware 
should compose each grouping. 


A TEA TABLE SETTING 


“Tea or Cocktails . . . Luncheon or Dinner, . , , Le 
the setting be a gracious one” is the theme of Sketch B. 
A circular elevation or plaque eight to twelve inches 
high is set as a tea table. A rectangular plaque on the 
window floor holds an arrangement of cocktail hou; 
accessories. Other plaques supported upright against 
the window background carry an assortment of china 
plates supported by plate hangers. Copy card occupies 
the center background position. Candlesticks and other 
pieces may be arranged as generously as window space 
permits. Make your tea table as pretty as possible with 
a dainty cloth and napkins, simple small flower arrange. 
ment and all the necessary accessories . . . don’t forget 
the lemon dish and lemon fork . . . and the sugar tongs! 
Make the cocktail arrangement just as complete, includ. 
ing, if you like, real cherries and olives! 

Two semi-circular plaques provide room for six 
place settings in Sketch C. One plaque is raised a foot 
or so above the floor level giving additional display 
space underneath. The plaques might be covered with 
fabric resembling a table cloth fabric or if you wish to 
paint the plaques or wood grain them, doilies can be 
used under each place setting. Flower centerpiece and 
single candlesticks occupy the center of the top eleva- 
tions. Plates and flat silver are arranged on either side 
of the central unit. 

A two-step elevation provides space for a number of 
coordinated place settings, a floral centerpiece arrange- 
ment, candelabra and other table accessories in Sketch D. 
Paper butterflies flutter across the background and the 
copy ribbons. Elevations may be covered with a table- 
cloth or other similar fabric pulled tight and smooth. 
Copy might read—‘Gay as a Butterfly. . . .Pretty as a 
Picture. . .. Your table set by Blank’s Jewelers!” 





Can You Top This? 


Siegel Jewelers is located in a section of The 
Bronx, N. Y., where people of many nationalities 
and races are their customers and they are proud to 
serve all of them. The following experience thus 
resulted in considerable confusion for Sara Siegel. 

A very attractive woman customer had just finished 
selecting a sterling chain for a pendant. She then 
asked, “Will the chain leave a black mark on my 
neck?” Mrs. Siegel didn’t know what to say for a 
moment, though it was a very natural question from 
the customer’s viewpoint, despite appearances to the 
contrary. The woman was colored. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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LAL Oe 
COG > CHINA, GLASS « POTTERY SHOW 
July 17-22 - Hotel New Yorker 


Directed by GEORGE F. LITTLE MANAGEMENT ¢ 220 FIFTH AVENUE, NEW YORK 1, N. Y. 


Now Including Several Outstanding Displays of Flatware! 































































































Backbone of the Business after pictures of the building were shown and also of 
the store’s interior. We received many compliments for 


(From page 96) turning an old building which was an eyesore into ay 
attractive and modern store, a real asset to the com. 
munity. The local paper also gave us a write-up on the 
front page. 


or a home. when the opportunity came. The building 
next door was for sale, and we decided to take it, though 
it was an old run-down building used as a meat market. 
In converting it into a jewelry store. we decided to 
modernize it. 


When my wife quit her job, she helped me run the 
business. She does most of the buying, with the eXcep 
tion of watches and diamonds, which we work op 
together. She does the bookwork and takes charge of 
our clerks. She takes an active part in community affairs 
and is the only woman in the Chamber of Commerce. 
I seldom take time away from my repair work, and all 
my customers know I do this to give them fast and good 
service. I make a point of keeping my repair prices 
moderate. I have always worked hard on the repair 
department and consider it the backbone of my business, 
We never turn down a repair job that can possibly he 
fixed to give satisfaction. , 


My wife and I designed the new store. The store 
front and the entire front of the building are covered 
‘with Perma-Stone, giving us a very distinctive store 
front in this community. Our show windows are Thermo- 
pane, which is window glass designed so that it won’t 
frost up. In addition to the window facing on the 
street, we have a window in the entranceway, with only 
a small corner post between them. This gives the 
passer-by, in either direction on the street, a good view 
of the inside. 


The interior has mahogany paneling throughout and 
built-in wall cases. The floor cases are light natural wood. 
and there is a built-in wrapping counter. We use three 
hanging lamps and also have many spotlights in the tiled 
ceiling. The floor is colorful pink and brown tile. We 
also have another room, which is my shop, and a modern 
office. The second floor of the building will eventually Independence, Ia., declared an “Appreciation Day,” 
be made into an apartment for us. an event that can be launched anytime, anywhere, by 


retailers. The Chamber of Commerce in Indepen. 


When the store was ready, we had a grand opening. 
Thi ded | a ges - I a dence served free of charge to shoppers more than 
3 — . r > oO r } ~ — ye : 
as: WAS PROOREES OY & HORN PREY He ke te Syeeere 5.145 links of sausage, doughnuts, pancakes and coffee, 


Tribune, which tied in the contractors and_ suppliers The annual affair really brought rural residents into 
with the design and building of the store. Before and the city to eat, visit—and buy in the stores. 


One thing I find my customers like is that they can 
talk to me personally about their watches. People like 
to talk to the watchmaker in person, not some clerk. 
who knows nothing about a watch. | 







































ROOSEVELT HOT 


EL RADDISON HOTEL 











ATTENTION BUYERS! 

SHOP THE NEW FALL LINES THE EASY WAY 
SELECT YOUR NEEDS FROM THE COUNTRY’S FINEST LINES BOTH DOMESTIC & IMPORTED 
THE ABOVE SHOWS ARE DESIGNED FOR YOUR CONVENIENCE & COMFORT, WITHIN EASY 
TRAVELLING DISTANCE OF YOUR RESPECTIVE LOCALS. 
SAVE TIME — SAVE MONEY 


WATCH FOR FURTHER ADVERTISEMENTS AND OUR DIRECT MAIL FLYERS FOR SPECIAL ANNOUNCE- 
MENTS OF VITAL INTEREST TO YOU. IF YOU ARE NOT ON OUR MAILING LIST PLEASE WRITE US. 
THANK YOU. . 

Directed By 


HELEN BRETT TRADE SHOWS, INC. 6 East Monroe, Chicago 3, Ill. 
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Colorado Jeweler Sparks Plan For 
Retailer-Operated Parking Lot 


When he saw the “handwriting on 
cerning the loss of the nearby parking lot used by his 


the wall” con- 


firm’s customers, Dave Kortz of Kortz & Sons Jewelry 
Co., Englewood, Colorado, decided it was time for action. 
The parking lot, a block square, served the Broadway 
avenue shopping district where the Kortz store was 
located. It was the Englewood store’s primary asset in 
competing with the larger stores in adjacent Denver. 


POPULATION INCREASING RAPIDLY 

The town’s population had been increased by more 
than 300 per cent in recent years and the property values 
of Englewood were rising almost daily. With this in 
mind, and the knowledge that many new retail stores 
were coming to the area, Kortz reasoned that the parking 
Jot would soon be sold to make room for more buildings. 

He managed to interest the Broadway avenue retailers 
in a plan to permanently lease the parking lot—which 
would mean a continuation of the district’s advantage 
over the downtown stores. Each of the stores contributed 
an amount based on its volume of business—which 
meant a monthly payment ranging from $20 to $90. 

This included the cost of a salary for an unofficial 
“trafic policeman” whose main duty was to keep local 
businessmen, residents and employees from filling up 
the lot with their cars. 

Kortz & Sons feels that the small amount paid per 
month for the maintenance of the parking lot is well 
spent. It protects the store’s investment represented by 
its lease on Broadway avenue and it is an invaluable 
means of bringing new customers into the store. 

To celebrate the establishment of the group-operated 
parking lot, Kortz Jewelry held an unusual promotion. 
Customers were invited to visit the store to pick up 
tickets good for merchandise prizes. These tickets were 
then deposited in a box located in the center of the new 
free parking lot. By giving away half a dozen prizes, 
Kortz & Sons succeeded in publicizing the fact that the 
new parking lot was available for customers of the 
Broadway avenue retailers. 


St. Louis Jewelry Firm Boosts Sales 
With Unusual ‘Baseball’ Promotion 


Local interest in the players of a major league baseball 
team can be converted into effective promotion for men’s 
jewelry, according to Don Ingarten, display manager 
for Selle Jewelry Co., St. Louis, Missouri. 

During the past season, Ingarten set out to increase 
the store’s sales of typical gifts for men, such as electric 
shavers, billfolds, money clips, watches, cuff link and tie 
slide sets, key chains, rings, etc. To accomplish this, he 
developed a coordinated promotional program which 
utilized short radio broadcasts and tie-in window dis- 
plays. 

Selle’s contracted two years ago for a 15-minute radio 
program, called “Between Innings,” which was broadcast 











thou assortment 


This No. 33 assortment of nested fancy gift 
boxes is ideal for Gift and Art Wares of all 
kinds. Consists of 21 handy sizes from 3 x 
3x3 tol2x12x 8. (Two or three each 
of the least used sizes five to eight 
each of the most used ones). Choice of 4 
Silver White, White Modern 
(embossed), Coppertone or Ivory Enamel. 
Prompt delivery guaranteed. Order direct 
from this ad. 


colors, 


Write for illustrated catalog listing 24 other 
special assortments and hundreds of STOCK 
JEWELRY and GIFT BOXES. Available 


plain or imprinted, or in special designs. 


UVOp, 
© 2 
“The Package is Part <(QN\- he Purchase” 
ve Package is Part «/ \r of the Purchase 
aa SS 


PICTORIAL PAPER PACKAGE. CORPORATION 


232 SOUTH LAKE STREET 
AURORA, ILLINOIS 


15116 MERCHANDISE MART ) 
CHICAGO, ILLINOIS 





Pictorial Paper Package Corp. USE THIS HANDY 


ORDER COUPON 


Aurora, Illinois 


1 

| 

1 

( ) Please send s} 1 72 Gift Box Assortment No. 33 . . $12.50 | 

( ) | trated Catalog of Complete line ...... Free | 
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between the games of each doubleheader played by the our experience that anything to do with local major 





former St. Louis Browns baseball team of the American league baseball will appeal to men.” 
league. Since Selle’s launched its successful promotion, the 
The program featured interviews of prominent Brown St. Louis Browns have moved to a new location in Balti. 
players, musical transcriptions, vignettes of the Brown more, Maryland. Fortunately for the firm, there js , 
team history and other “general interest” information. second major league baseball team in town—the §; 
As the doubleheaders were spaced throughout the season, Louis Cardinals—which can just as effectively be nad 
the Selle program covered a considerable portion of the for the promotion of men’s gift items. 
year. 
SPECIAL TIE-IN DISPLAYS Can You Top This? 
In conjunction with the store’s radio programs, A lady entered Siebke and Taylor Co., Cedar 


Rapids, Iowa, and placed a worn out plush covered 
ring box on the counter, It was one of the boxes the 
firm had for years given free with each diamond pur. 


Ingarten created special tie-in window displays which 
featured photographs of the Brown players which were 


specially made for the store by a leading St. Louis chase. 
commercial photographer. “Look at this—it’s worn out,” she exclaimed in. 
: . dignantly. Joe Hoyt, who was waiting on the lady 
With me poamageeee of each player, Ingarten at agreed that it was well worn and asked if he could 
sented a “testimonial” as to the type of gifts that men replace it with a newer box. The lady replied that 
most like to receive. The gift item was changed for each she “certainly expected” the store to replace it. 
player and the testimonial was reproduced on a showcard ae —a : — = box with the store’s 
: Dae 5 ; compliments. e lady picked it up, examined it 
: placed beside a similar item sold by Selle. Some windows duty aah ath heathille, “Sle mt con vee 
used photographs of every player. At other times, the She then walked out of the store. 
t windows highlighted a single player and the gift item P.S. The “worn out” box was 23 years old! 
he had selected as his “favorite.” Write us a note about your unusual business experience 
The store’s windows immediately began getting results (Literary style is unimportant). $5 will be paid for each 
h | 1 f th ae “eae story published. Address JC-K Editorial Dept. 100 E. 
—and the sales volume of the men’s jewelry department 42 St.. New York 17, N. Y. No manuscripts returned; 
showed a steady increase throughout the season! all become property of JC-K. Jeweler’s name and town 


will be used in story unless request is made to omit it. 








“It was a simple idea,” said Ingarten, “but it has been 














.. and new... 


Sabrina 


A * 






Srainless with style... in 
the newest pattern by the oldest 
flatware manufacturers. Over a year of 
planning and designing by master 
craftsmen brings you the ultimate in 
beautiful, functional stainless .. . 
Sabrina ... manufactured 

by the Stainless Division of Reed & Barton. 





8» 5 o®, 
















Sabrina’s lovely, sculptured 
forms will complement the most elaborate 
formal dinner and its fluid lines are 

“at home” in a casually modern setting. 









Here is stainless flatware with sell-on-sight 
appeal. Write today for descriptive literature and full information 
on our Special SABRINA Introductory Offer. 







Exclusive distributors: 
Scientific Silver Service Corp., 690 Broadway, New York 12, N. Y. 
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Can You Top This? 


One afternoon a lady entered Nick Gooschin’s, 
Anchorage, Alaska, and asked to see some earrings 
for pierced ears. 

After considerable scrutiny of the store’s stock, she 
decided upon a pair and made her purchase. The 
lady then turned to Mr. Gooschin and asked: “How 
soon can you place these for me?” 


Gooschin, somewhat startled by her question, re- 
plied that he didn’t pierce ears—merely sold ear- 
rings. 

“Then what good are these to me?” asked the lady 
angrily—and demanded her money back. 


As she reached the door, the exasperated lady 
turned and snapped: “And you call yourself a manu- 


facturing jeweler!”’ 


With that, she slammed the door so hard that its 
$30 glass panel was smashed to bits, It might have 
been worse, for the lady paid for the damages. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Increasing Watch Repair Volume 


A highly effective volume-builder for watch repairs 
is a posted list of “typical prices” where every customer 
entering the jewelry store will notice it. This is the 
opinion of Marvin Henry, in charge of the watch repair 


department at Denver Jewelry Company, Denver, Colo. 

Henry has used this type sign for over six years, 
prominently posted on the wall just above the store’s 
two first-floor watch repair benches. They are adjacent 
to the credit department counter which is, of course, the 
scene of considerable traffic every business day. 

Some 20 entries on the sign cover typical prices for 
replacing mainsprings, installing new crystals, watch 
cleaning, new faces, and so forth. The prices quoted on 
the sign are “average.” 

“The important thing is that the list of prices creates 
a lot of additional volume which we might not otherwise 
obtain,” Henry observed. “Simply because quite a few 
people have a thoroughly exaggerated idea of what it 
costs to repair a watch, install a new crystal or a face 
or new hands, Thus, the customer who merely passes the 
watch repair department on the way to the time payment 
counter sees the sign. Since he generally must wait a few 
minutes for service, he is bound to read over the price 
list—if just to pass the time. By seeing a posted price 
list for various repair jobs can remind him of a watch 
at home in the dresser drawer, or a damaged watch 
belonging to one of his children. 

“If the price is less than he expected—and it usually 
is—the chances are that on the next trip into the store 
he will bring the watch along. If there is any one com- 
ment which we hear more often than any other, it is 
that the customer is genuinely surprised to find watch 
repairs are less expensive than he originally believed.” 











Strictly Refiners 


Not Manufacturers 


of Jewelry 





21 West 46th Street 





Metals of Guaranteed Purity 


* 
GOLD ¢ SILVER ¢ PLATINUM * PALLADIUM 
| | W, slid your Sweeps iat | 
x 


IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


Filings—Scrap Gold and 


Platinum—Metals 


Your Ol Gold Shipments 


Special Attention 
| Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
* Est. 1895 


WILL RECEIVE 


New York 36, N. Y. 
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N EW h | NEW 8%" long. Retail, tax inc, $5500. 
an S | Z FE 1 3 compartments — king size and regular 
“here LeU STAINLESS 9° vee 4a special ! f : z 


Cowwel cuTtiery sets 
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CORONET — the finest in 
Sheffield Cutlery —features: E age 

hand-forged, full tang A personalized lifetime remembrance 
blades — hand-honed to 


razor sharpness ® solid STERLING CIGARETTE BOX 












bolsters for perfect balance 
Never-to-be-forgotten gift for the groom, the president of 
Pagwood handles that your club, the retiring executive, the tournament winner 
resist heat, detergents ~—and for a thousand other appreciations and occasions. 
‘_ and hot water in dishpan 
; IN 5 SIZES 


or dishwasher. A great 
name and new packaging #1—4" long, 344" wide, 1%" high $27.50 
#2—6'%4"' long, 3%" wide, 1/2" high $38.50 All prices 
#3—4"' long, 34%4"' wide, 2%’ high $35.00 retail and 
#4—64"' long, 3%" wide, 2%" high $50.00 include tax 
#5—8'"' long, 344" wide, 142’ high $55.00 


make your selling easier! 








SIX PIECE STEAK SET 


in beautiful reusable Driftwood finish ¢ 
Treasure Chest. $17.95 retailer. Newspaper mat of this advertisement is available. Your 
newspaper will add store signature and facsimile engrav- 
ing anes to copy above. Use it to bring profitable gift 


business to your store. We can provide engraving service. 





Order from your jobber 
or write direct. 






pepe Write for catalog of complete Smith & Smith line. 
AY, NEW » Ny 
BROADW NORTH ATTLEBORO 


smith & smith wossncnuserrs 


545 WEST 

















Stainless Steel Blades 


by “Woethampton 


For New Goods or Repairs 


SS 


SN 


















IMPORTED 
FROM SPAIN 


Now skillfully copied in Spain and popu- 
larly priced, the tasteful designs of this 
modernized version of damascened jewelry 
faithfully reflects the elegant beauty of 
this ancient art. 




















A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. | f. : costume 
Prices and illustrations gladly furnished. | SS NG S19 8 OWT) JEWELRY 
SPAIN 


NORTHAMPTON CUTLERY COMPANY ¢ Write for illustrated folder | “> 


NORTHAMPTON 2, MASS: @ ESTABLISHED 1671 |1m J. F. BARD CO., INC. ' 
220 Locust Street, Chicago 10, Ill. - 
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How City Merchants Can Appeal 
To Rural Residents 


More than 105 business firms in Jackson, Miss., spon- 
sor an annual 4-H Fall roundup. Printed announcements 
of this event are sent to more than 50,000 4-H members 
throughout the state. At the roundup, 200 boys and girls 
who have been selected by the 4-H leaders of the state 
are brought to Jackson for a two-day program of learn- 
‘no and fun. Selections of the members is based upon 
outstanding club and farm work. This annual event 
creates considerable good will and business for the mer- 
chants of this southern city. 

Merchants of Fort Madison, lowa, who sponsor a 
4-H dinner have a different approach. These business- 
men purchase from two to five tickets each, type their 
firm name on the back, and then give the tickets to a 
rural chairman. He turns these tickets over to 4-H 
leaders who distribute them to members. No adults 
appear at the banquet but each 4-H member knows, by 
merely looking at the ticket, which merchants provided 
the price of the meal. 

To a dyed-in-the-wool farmer, a plowing contest is 
just as exciting as a world series game is to a baseball 
fan. Recognizing this fact, merchants of Rochester. 
Minn., stage an annual plowing contest for southern 
Minnesota farmers. It takes two days to handle all the 
plowing entrants and to give them a chance to show their 
prowess with a plow. The event brings thousands of 
farmers and their families to Rochester annually. Every 
hotel, motel and rooming house is usually filled with 
rural guests for this affair. Many of the farm folks also 
do their shopping in Rochester during the two-day plow- 


ing contest, and merchants cooperate by staging sales. 





Can You Top This? 

Sometimes a jeweler has to be an amateur detec- 
tive to solve a customer’s difficulties. 

Such was the case of a Pennsylvania jeweler when 
he recently sold a cuckoo clock to a customer, Sev- 
eral days later, the man returned to the store with 
a puzzling complaint. 

“I don’t know what’s wrong,” he declared, “but 
my clock will run only half a day.” 

The jeweler was perplexed as the clock was not 
likely to have developed trouble in such a short time. 
He asked the customer: Did you drop the clock? Did 
you damage it in any way? Did you wind it? 

Unfortunately, none of these brought a response 
which might have given him a clue to the mystery. 

Then he had a bright idea. 

“How high on the wall did you place the clock?” 
he asked. 

The customer held his hand about four feet from 
the floor. “About this high,” he replied. 

With a smile of satisfaction over his successful 
detective work, the jeweler said, “I’m sorry, sir, but 
you will have to place it a bit higher. The weights 
cannot be allowed to run down so far that they rest 
on the floor.” 

Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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— Provides important sales help 


Saves customers 
embarrassment of 
asking price 


With correct prices clearly printed and each 
item ticketed, you literally “skip a step” in 
selling. More sales and bigger sales can be 
handled by the same personnel. Monarch me- 
chanical price-marking does away with price 
mistakes and misunderstandings, so common 
with hand-written price-marking. No time is 
wasted “looking up” prices or verifying guesses. 
The sturdy portable Monarch “‘Pathfinder”’ price- 
marking machine is hand-operated, easy for any 
employee to learn quickly. It price-marks 33 
sizes of 10 styles of tickets, tags and labels. 

Send the coupon for illustrated folder on 
Monarch “Pathfinder” price-marking machine 
and sample tickets, tags and labels it uses. 


Oue 
G5th 
OFnnivers 


1990-1955 Monarch Pathfinder 
price-marking machine. 


| _———— 
Mm FILL Our, CLIe, AND MAIL. 4) 
| etl 






| Th MONARCH Marking System Company 


216 S. Torrence St., Dayton 3, Ohio 


Please send illustrated folder on Monarch Pathfinder Price-Marking 


machine; also sample Monarch Tickets, Tags and Labels. 


Store Name 





Address 





| Post Office Zone State 










JCK—658 
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SALESMAN WANTED 
Mid-Atlantic States 


Capable of selling nationally ad- 
vertised ring line to wholesalers 
and large retail chains; must have 
experience in merchandising of 
diamond rings; only highly quali- 
fied man need apply for this ex- 
cellent opportunity. 


Address Box “E., 2424” 


Jewelers’ Circular-Keystone 


100 E. 42nd St. New York 17, N. Y. 








THE WATCHWORD 


MARVIN 


(PRONOUNCED MAR-VAN) 


-? & FOR FULL DETAILS. 





Indian Handmade Bola Ties 
Made of sterling silver, genuine turquoise and leather. 
With or without a lodge emblem. 1 or 1000 your order 
given special attention. Increase your sales volume by 


suggesting these to lodge members. Keystone to all 
dealers. Write 


INDIAN CRAFTS 


WICKENBURG, ARIZ. 











BUSINESS WEEK calls it... 
“The Biggest Boom in America Mining 
history!” The uranium fever is everywhere! 





It takes only 4 few minutes 
of your time to drop us a 
line and it may mean 
thousands of dollars’ profit 


READ D WHAT 

MR. BILL BARBUS, F 
' Pasadena dealer, 
» says: ‘‘1 never rea- 
+ lized how much 
money there is in 
__ selling geiger 
\ counters. | sold 

$3237.31 worth in 

» just one month! 


Pe Se th ie 


Write — 








Rest fee ae 
PSS pe ba 


prices, discounts, free 
promotional aids etc. 


TECHNICAL ASSOCIATES 


140 West Providencia Ave. 
Burbank, California 
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UNIFORM GOLD PLATING 


FOR SMALL FINDINGS 





You get heavier, MORE UNIFORM gold plate with our Spectralloy 


Process*. This process, which is unique with our plant, permits the deposit 





of four metals in alloy with gold. The result is longer wearing, richer looking 
plate for your findings. Our modern, automatic equipment makes this 
better plating possible at greater economy. Our plant is equipped with 
the latest type barrel plating machinery to also handle nickel, rhodium, 


antique gold, and other types of plating for small findings. 





ESTABLISHED 1936 


Write for free catalogue, "The Science of Gold Plating" 


er, * Pat. Pend. 


i) | SPECTRANOME PLATING CO., INC. 


336 W. 13th St. ¢ N.Y. 14,N. Y¥. ¢ AL 5-8677 














DIP ER D2> EE DI KEE DIP KE DH KODE SP-KKEO 


ART MONOGRAMS 


R 

and LETTERING : 
BY y 

J. M. BERGLING . 
18th Edition Paper Covered 


$2.50 POSTPAID 
REMITTANCE WITH ORDER 


The Jewelers’ Circular-Keystone SEND FOR 
100 E. 42nd St., N. Y. 17, N. Y. FREE 


DISPLAY CATALOG 

























SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 






Socially correct invitations 


delivered in 1 to 2 days! 

e All the traditional bridal papers, 

including trousseau stationery. 

e Heliograving—the finest raised lettering. 
100% rag stock. Accuracy guaranteed. 

¢ Big 40% discount! Orders shipped postpaid. 


REGENCY Thermographers 


28 WEST 23RD STREET, NEW YORK 10, N. Y. 
ER 95 KE DIP KE DD DP DP LEE DIP KS DH KE KE DH KE 





1, | TIA a Oalak 


Sold Through Wholesalers Only 


<JMS> JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 


DIP EK 29> KE DIP KE DIP DIP DIP KE 9 KE 
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HOOVER COMMISSION BLASTS POST EXCHANGES. Military post exchange operations would be 
restricted to localities where adequate private stores are not available and 
their use would be strictly confined to military personnel, if recommendations 
of the latest report of the Hoover Commission studying government organization 
are followed. In addition, the report strongly urges that prices in post ex- 
changes be made adequate to cover all costs, and that except in isolated areas, 
the PX's stop selling "luxuries, jewelry, Sporting goods, cameras, and other 
items of high unit value." The Armed Services currently operate approximately 
450 post exchanges in the U. S. with an annual volume of about $470 million. 


IRVING WOLFGANG, DETROIT JEWELER, DIES. Irving Wolfgang, head of Cole & Erwin, Inc., 
Detroit, Michigan jewelry firm, passed away on May 16, 1955. Active in jewelry 
industry affairs for many years, Mr. Wolfgang served as president of the 
National Jewelers Association for two years. 


JUSTICE DEPARTMENT EYES LOSS LEADER SALES. Justice Department officials are studying : 
the possibility of suggesting laws to control loss leader sales and debasement : 
of brand names as a replacement for the fair trade laws when the agency urges 
repeal of retail price maintenance laws. One idea under study at the Justice 
Department is a law to prohibit selling retail merchandise below a specified 
percentage, about 6 per cent, of delivered cost when the effect would be to 
damage competition. Selling below cost would be permitted in special circum- 
stances, such as clearing out obsolete lines and seasonal goods. It Seems un- 
likely at the present time that there will be any Congressional action to repeal 
the Federal act which permits states to establish fair trade laws. 


CERTIFIED MAIL SERVICE IN EFFECT THIS MONTH. Certified mail, a new Post Office De- 
partment service designed to give mail patrons, eSpecially businessmen, most of 
the advantages of registered mail at less cost and trouble, will be in effect by 
June 6. Under the plan, a mailer goes to the local post office and for 15¢ buys 
a certified mail sticker to place on an envelope. The mail is not insured or 
guarded but for that fee plus the regular postage, the postman upon delivery of 
the mail takes a receipt which is filed in the post office of destination for 
six months. If the receipt is needed by the mailer, another 7¢ may be paid in 
advance, or any time up to six months, and it is sent to him. 








SCIENTISTS REPORT MAKING SYNTHETIC DIAMONDS. Newspapers carried a report last 
month that two scientists in New York, working in an abandoned barn, success- 
fully synthesized diamonds of dust-like fragmentary sizes. In working on a 
process for making industrial diamonds, they developed techniques that "may 
prove valuable to the science of metallurgy." According to one newspaper, the 
scientists have only tiny diamonds (1/100 to 1/300 of a carat). 





RULE WATCH REPAIRMAN SELF-EMPLOYED. A watch repairman operating in a jewelry store, 
paying the store owner a percentage of receipts as rent for space occupied and 
furnishing all his own equipment, is self-employed for tax purposes, the 
Internal Revenue Service rules. IRS, in response to an inquiry, says that such a 
repairman is self-employed and operating a "trade or business" for tax pur- 
poses if the following conditions exist: he furnishes all his own equipment, 
tools, instruments and materials; regulates his own working hours, fixes his own 
prices for his work, and does all repair work in accordance with his own 

methods. 
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New Minimum Wage Plan 
Would Include Jewelers 
Doing Interstate Business 


Proposals to extend coverage of the 
minimum wage law to cover some retail 
stores probably won't make the grade this 
year. But backers of the plan will try 
again harder next year. 

Plan under discussion in Washington 
would make a jewelry firm operating stores 
in more than one state subject to provi- 
sions of the law. Proposal, made by the 
U. S. Labor Department as the first step 
in a drive to remove the retail exemption, 
would amend the Fair Labor Standards 
Act to bring under its terms “any enter- 
prise in which business establishments 
under common ownership or financial con- 
trol are operated in more than one state.” 

Another section of the language 
suggested by the Department, although 
officials say it is inadvertent, would define 
an interstate business as an establishment 
the greater part of whose gross annual 
revenue, or of its total annual expenditures, 
or of both combined, is involved in inter- 
state commerce. This language, if made 
a part of the minimum wage law, would 
bring all but the smallest stores into the 
system, because most merchants buy goods 
from out of their own state. A Labor 
Department official says this language is 
aimed at wholesalers, and will be 
corrected, 

Under the avowed plan to bring in only 
multi-state retail operations, a firm operat- 
ing entirely within one state, no matter 
its size or the number of stores it operates, 
would remain “local” and retain its ex- 
emptions. But a firm operating only two 
stores, or one store and a warehouse in 
two states, would have to pay the minimum 
wage to all its employes. 

\ group of individually-owned stores 
which voluntarily join together to pur- 
chase or advertise on a group basis would 
not be brought under the act, nor would 
individually-owned stores operating with 
a franchise from a national enterprise. 

Under the plan, multi-state __ retail 
operations would not have to pay time-and- 
a-half for over 40 hours a week, as do 
industries now covered. 

Chances are good that Congress will 
approve a new minimum wage of about 
$1.00 an hour, 10¢ an hour more than 
recommended by President Eisenhower. 
The present minimum is 75¢ an hour. 
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Hoover Report Blasts Post Exchange Setup; 
Urges End of Jewelry and Other Luxury Sales 


Military post exchange operations would 
be restricted to localities where adequate 
private stores are not available and their 
use would be strictly confined to military 
personnel, if recommendations of the latest 
report of the Hoover Commission study- 
ing government organization are followed. 

In addition, the report strongly urges 
that prices in post exchanges be made 
adequate to cover all costs, and that except 
in isolated areas, the PX’s stop selling 
“luxuries, jewelry, sporting goods, cameras, 
and other items of high unit value.” 

The Armed Services currently operate 
approximately 450 post exchanges in the 
U. S. with an annual volume of about 
$470 million and a payroll of $48 million 
which covers only the 19,780 civilian 
employes, and not service personnel con- 
nected with the exchanges. 

Some 2.700 post exchanges are operated 
abroad with sales in 1954 of some $540 
million and a payroll of about $39 million 
for 49.000 civilian employes, the report 
adds. 

The report, sharply critical of the post 
exchange system—as jewelers and other 
retailers have been for years—also notes 
that some of the PX’s have developed into 
large operations comparable to department 
stores. 

“Post exchanges are intended to be 
completely self-sustaining, but in reality 
they are not . their ability to sell at 
lower prices and still accumulate alleged 
profits results primarily from the indirect 
subsidy given post exchange operations,” 
the report says. “They do not operate 





Ike Resurrects 1870 Clock 
For Use in White House Office 


President Eisenhower is shown below 
conferring recently at the White House 





with Harold E. Stassen, Foreign Operations 
Director. Between them is the 1870 clock 








entirely with nonappropriated funds as 
they are supposed to operate.” 

“For example, the cost of the salaries 
and allowances of their 1,300 military 
personnel is neither borne by the post 
exchanges nor reflected in their selling 
prices,” the Commission says. “The 
operations are in part tax-exempt; this 
decreases the potential tax receipts from 
private industry. These subsidies appear 
to be contrary to congressional intent, as 
the exchanges were originally authorized 
to sell ‘items of small personal needs’ and 
‘items of convenience and necessity.” 

“The items they sell are available from 
private stores in the localities of their 
major operations,” the report notes. 

Other recommendations call for the 
prices of PX’s to be made adequate to 
cover all costs; urge that penalties be 
imposed and enforced prohibiting resale 
of goods bought at PX’s by purchasers: 
that military personnel be replaced by 
civilian employes, and that the government 
“make a’ complete survey” to determine 
actual costs of operation and whether the 
intent of Congress is being carried out 
in connection with their operation. 


U. S. Plans to Release 
Stockpiled Copper to Industry 


Government will make additional amounts 
of copper. and probably nickel, available 
to industry in an attempt to alleviate short- 
ages of those two metals. 

Office of Defense Mobilization has agreed 
to turn over to industry 16,000 tons of cop- 

(Please turn to page 141) 


which the President recently resurrected 
from a White House storage room. In ad- 
dition to the time. it tells the temperature, 
harometric pressure, days of the week, and 
the phases of the moon. 

The clock was purchased in 1870 from 
a New York manufacturer when President 
Grant was in the White House. It was 
retired many years ago to a store room. 
Recently, the President gave up his regu- 
lar clock to go into the cabinet room. Ike 
looked through pictures of the White 
House rooms during various times in the 
past, and spotted this timepiece. It was 
dusted off, sent to a repair shop for clean- 
ing and fixing, and installed there during 
the month of March. 
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Talks on Merchandising and Sales Promotion 


Highlight 22nd Annual Convention of VHAA 


Merchandising and sales promotion com- 
prised the keynote of the 22nd annual 
convention of the United Horological As- 
sociation of America, held in Omaha, Neb., 
April 23-25. 

Standing-room-only audiences responded 
to the talks given by the featured speak- 
ers. In an address entitled “Four Steps 
‘For the Future,” Don Belding of Los An- 
geles, chairman of the executive committee 
of Foote, Cone and Belding, delivered 
some hard-hitting points designed to in- 
crease both sales and dignity for the 
jeweler. A prolonged ovation rewarded 
Mr. Belding’s efforts. 





Other speakers’ subjects dealt with the 
need for developing paramount skills, and 
the right to charge commensurately for im- 
proved services. 

The UHAA Distinguished Achievement 
Award was presented to Henry B. Fried 
of New York City, J. E. Coleman of Nash- 
ville, Tenn., and G. A. Berner of Bienne, 
Switzerland. Mr. Coleman accepted his 


award personally, while Leonard Oppen- 
heimer of the New York Horological So- 
ciety accepted for Mr. Fried. Paul Tschu- 
din accepted for Mr. Berner, who wished 
a prosperous future for American watch- 
makers. 





Officers elected at the United Horological Association of America convention April 23-25 

in Omaha, Nebr. (Back row, left to right) Ira Bradberry, Clinton, Ky., board member; 

William J. Yost, Milford, Nebr., vice president; Milton E. Roth, Waterloo, lowa, board 

member; J. E. Coleman, Nashville, Tenn., board member; Max C. Phillips, Twin Falls, Idaho. 

(Front) Norman D. Luth, Bell, Calif., re-elected president; Orville R. Hagans, Denver, Colo., 
re-elected executive secretary. 


Paul A. Tschudin, director of the Watch- 
makers of Switzerland Information Center, 
also received a hearty response for his 
talk on the watchmaker as a profit-maker 
to the jewelry store. Mr. Tschudin pointed 
out the many new opportunities evident in 
the jewelry field, and cited the need for 
intelligent and unremitting promotion, in 
addition to superior service. He promised 
full cooperation from his organization in 
experimenting with new ideas and _ tech- 
niques to build business for watchmaker- 
jewelers. 

Gene Sobel, president of the Watch Ma- 
terial Distributors Association of America, 
probed at the heart of a “chaotic situa- 
tion” in the industry—materials ordering. 
He pledged WMDAA’s complete coopera- 
tion, service and courtesy to a reciprocity 
program. A joint UHAA-WMDAA com- 
mittee was authorized to establish a stand- 
ard system for watchmakers. 
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Convention resolutions included: That 
pin-lever watches be identified as such on 
the dial (so that plainly visible when 
cased), in order to protect the integrity 
of the jeweled lever watch industry and 
the interests of the American people; com- 
mendation to the program and entertain- 
ment committees for an exceptionally well 
organized convention; appreciation to the 
Elgin National Watch Co. for warm hos- 
pitality accorded during a tour of the Lin- 
coln plant; appreciation to the Watch- 
makers of Switzerland for educational ef- 
forts toward both watchmakers and buy- 
ing public; and appreciation to WMDAA 
for outstanding cooperation. 

Norman D. Luth of Bell, Calif., was re- 
elected president of UHAA; William J. 
Yost of Milford, Nebr., elected vice presi- 
dent, and Orville R. Hagans of Denver, 
Colo., re-elected executive secretary. Board 
members elected were Milton E. Roth of 











Waterloo, lowa; Ira Bradberry of Clinton 
Ky.; Max C. Phillips of Twin Falls, Idaho. 
and J. E. Coleman of Nashville, Tenn, Re. 
gional directors are John DeVogel of Aj. 
bany, N. Y.; Leslie E. Dewey of Minne 
apolis, Minn.; James A. Long of Winston. 
Salem, N. C., and G. Y. Swartzendruber 
of Cedar Rapids, Iowa. 

Sioux City, Iowa, was selected as the 
site for the UHAA 1956 convention. 





Treasury Rules on Watchmakers 
With Percentage Lease Setups 


A watch repairman operating in a jew. 
elry store, paying the store owner a per- 
centage of receipts as rent for space oc. 
cupied and furnishing all his own equip. 
ment, is self-employed for tax purposes, 
the Internal Revenue Service rules. 

IRS, in response to an inquiry, says that 
such a repairman is self-employed and 
operating a “trade or business” for tax 
purposes if the following conditions exist: 

He furnishes all his own equipment, 
tools, instruments and materials; regulates 
his own working hours, fixes his own prices 
for his work, and does all repair work in 
accordance with his own methods. 

This ruling applies, the government says, 
even though either the store or the repair- 
man may deliver the watch, and all col- 
lections are made through the store and 
later distributed between the store and 
the repairman. 





Post Office to Institute 
New ‘Certified Mail’ Service 


Certified mail, a new Post Office Depart- 
ment service designed to give mail patrons, 
especially businessmen, most of the ad- 
vantages of registered mail at less cost 
and trouble, will be in effect by June 6. 

The new service, officially approved by 
the Post Office after tests in several key 
cities early this year, will be available 
across the country. The service will be 
especially helpful for bill collections. 

Under the plan, a mailer goes to the 
local post office and for 15¢ buys a cer- 
tified mail sticker to place on an envelope. 
The mail is not insured or guarded, but 
for that fee plus the regular postage, the 
postman upon delivery of the mail takes a 
receipt which is filed in the post office of 
destination for six months. If the receipt 
is needed by the mailer, another 7¢ may 
be paid in advance, or any time up to Six 
months, and it is returned to him. 

Commercial mailers will be permitted to 
use meter stamps, and bulk mailing re- 
ceipts may be obtained. Special delivery, 
return receipts, and airmail services will 
also be available for certified mail. For 
mail carrying valuable papers, however, the 
mailer should still use registered mail ser- 


vice. 

The Post Office is also testing use of 
check writing machines in Washington, 
D. C., area stations to speed up issuance 
of postal money orders and give added 
protection against “raised” — altered — 
money orders, which have plagued many 
businessmen. 
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Reader's Digest Story Tells 
About Swiss Watch Industry 

In a four-page article, the May 1955 
issue of The Reader's Digest tells its ten 
million readers that the watches on their 
wrists should never be underestimated be- 
cause they do so many remarkable things 

and absorb so much punishment. En- 


titled “Watchmakers to the World,” the 
story is condensed from Popular Science 
Monthly. 


George Kent, the author, points out how 
Switzerland became involved in the crea- 
tio and production of jeweled-lever 
watches, the reasons for Swiss patience, 
craftsmanship and exactitude, how these 
skills are nurtured in the seven Swiss horo- 
logical schools, and tells about some. of 
the modern advances in watchmaking. 

The information in The Reader’s Digest 
is presented in an easy-to-read-and-under- 
stand manner, with much of it bordering 
on the technical. Interwoven among the 
technical points are unusual facts about 
some Swiss watches and their owners. 

Of particular interest are the descrip- 
tions of the conditions in Swiss watch fac- 
tories under which craftsmen must work. 
The article tells why talking is taboo... 
why a sneeze or a yawn at the wrong time 
becomes a near-crisis . . . why perspira- 
tion, smoking, perfume and dust are 
dreaded and controlled however possible. 


Proposed ‘Blue Law’ Would Ban 
Sunday Openings in Washington 


Jewelry stores would be prohibited from 
opening on Sunday under a proposed “Blue 
Law” now being considered by Congress 
for the District of Columbia. If passed, 
the law could become a “model law” for 
many other states and cities. 

The measure, sponsored by Rep. Roy W. 
Wier, D., Minn., would prohibit most com- 
mercial establishments from opening to the 
public on Sunday or from selling any mer- 
chandise on Sunday by phone or otherwise. 

Terms of the bill provide a fine of not 
less than $25 nor more than $100 for each 
conviction. A store’s commercial license 
would be revoked for three convictions. 

Because of a recent series of complaints 
in the District of Columbia and other cities 
and states, the measure has a fair chance 
of winning enactment either this year or 
next year. 


Chrysler Airtemp Announces 
84 Per Cent Sales Increase 


An 84 per cent increase in sales of 
waterless air conditioning units to date, 
over a similar period in 1954, has been 
announced by Chrysler Airtemp. 

J. F. Knoff, vice president in charge of 
sales, points out that the increase follows 
the firm’s 1954 increase of 153 per cent 
over sales in 1953. 

Knoff credits the increase to the growing 
popularity of waterless models and to Air- 
temp’s new 5 and 7%4-horsepower models 
which are gaining preference on the part 
of commercial air conditioning users. 
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New Sales-Service Program 
Set Up by Flex-Let Corp. 


Expansion and realignment of the Flex- 
Let field organization was announced by 
Jules Hochman, vice president in charge 
of sales, in line with the company’s new 
sales-service program. 

With increased company services to 
jewelry retailers made necessary by the 
expanded Flex-Let lines of merchandise, 
merchandising programs, in-store promo- 
tion activities, and dovetailing of local 
advertising with Flex-Let’s national ad- 
vertising, a more extensive sales-service 
organization is necessary, Mr. Hochman 
said. 


JULES 
HOCHMAN 


V. P. in 
Charge of Sales, 
Flex-Let Corp. 


“Today the jeweler’s problems are the 
manufacturer’s problems,” declared Mr. 
Hochman, “and the salesman who high- 
spotted his territory and was _ interested 
solely in selling merchandise, is becoming 
a thing of the past. At least that’s the 
way we at Flex-Let feel. Our growing field 
organization performs a service function as 
much as it performs a sales function. The 
manufacturer whose destiny is tied up 
with the destiny of the retail jeweler must 
devote his energies not only to producing 











and distributing highly saleable merchan- 
dise, but to devising the means of stepping 
up store traffic, setting up in-store sales 
centers, providing sales training materials 
and anything else that can contribute to 
the success of the jeweler’s operation.” 
“We have found,” concluded Mr. Hoch- 
man, “that rendering service functions to 
the jeweler has resulted in our men 
spending more time per call per jeweler. 
As a result we have added four more men 
to our field organization and have realigned 
the territories which our men will travel.” 


Jewelers Get OK to Deduct 
Interest on Tax Overpayments 


Retail jewelers who erroneously overpay 
manufacturers’ excise taxes are now per- 
mitted to deduct any interest connected 
with the overpayment, under a new ruling 
of the Internal Revenue Service. 

IRS reversed an earlier decision which 
permitted dealers to deduct overpayment 
of taxes, but not the interest on such over- 
payments. The new rule is now in effect. 


Tappin's Passaic Store 
Opens at New Location 


Tappin’s, Inc., leading credit jewelry 
chain with stores in New Jersey, New York 
and Pennsylvania, recently moved their 
Passaic store to a new location at 46 Lex- 
ington Ave. The store was formerly lo- 
cated at 692 Main Ave. 

Gala ceremonies on May 5, 6 and 7 
marked the formal opening of the new 
establishment. Handsome and_ valuable 
door prizes were drawn for and distributed 
to customers attending the opening cele- 
bration. 





JIC PUBLICITY PROMOTES JEWELRY FOR FATHER'S DAY 





Se, & 


Handsome new fashions in men's accessories and jewelry were featured in this Father's Day 

publicity photograph released recently by the Jewelry Industry Council. The photo and an 

accompanying release were sent to newspapers throughout the nation which have fashion 

and woman's page editors. Shown on the right in the photograph is the distinctive Father's 

Day window display card which the Jewelry Industry Council made available to its retail- 
jewelry members. 
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Executive Appointments 








Named 
Design 
Director of 
Elgin 
National 
Watch Co. 


NELSON EWING 


The appointment of Nelson Ewing as 
design director of Elgin National Watch 
Co. has been announced by A. L. Rowe, 
vice president in charge of marketing. 
He will be responsible for direating the 
watch company’s extensive style program 
covering all of its production lines. 

Formerly design coordinator for Elgin, 
Mr. Ewing was primarily responsible for 
creating the new Hadley adjustable 
tubular band and played a large part in 
designing Elgin packages. 


Appointed 
to Board of 
Handy & 
Harman, Inc. 


M. W. TOWNSEND 


M. W. Townsend, assistant to the presi- 
dent, was appointed a director of Handy 
& Harman by the board of directors at 
their April 28 meeting in New York. 

Mr. Townsend joined Handy & Harman, 
processors of silver, gold and platinum, 
in 1946. He served in the sales depart- 
ment and was sales manager prior to his 
present post. 


Named Advg. 
Mor. of 
Westclox 


HAROLD T. M. 
MILLIKIN 


The appointment of Harold T. M. Milli- 
kin as advertising manager of Westclox 
Division of General Time Corporation has 
been announced by Henry J. Wagner, 
general sales manager of Westclox. Mr. 
Millikin has been assistant advertising 
manager since March, 1951. 

Mr. Millikin joined Westclox organiza- 
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tion three years ago as a member of the 
sales department. Prior to that time he 
was engaged in food sales and the, insur- 
ance business in the Chicago area. 


Named V. P. 
of Rau 
Findinas Co. 


MARTIN 
JACOBSON 


A | 

The election of Martin Jacobson as vice 
president of the Rau Findings Co., Provi- 
dence, R. L., was announced recently. 

Mr. Jacobson joined the company in 
1952 as an industrial engineer. Previous 
to this, he was associated with Bulova 
Watch Co. for five years. 


Westinghouse Names Anderson 
Manager of Portable Appliances 


The appointmert of John J. Anderson as 
manager of portable appliances for the 
Westinghouse Electric Appliance Division 
was announced May 5 by John H. Ash- 
hbaugh, vice president. 

Anderson, formerly manager of laundry 
equipment for Westinghouse, 
Robert M. Oliver, who has resigned from 
the company. In his new capacity, Ander- 
son will be responsible for the supervision 
and coordination of all activities pertain- 
which include 


succeeds 


ing to portable appliances 
vacuum cleaners, fans, electric bed cover- 
ing and all electric housewares, such as 
toasters, irons, coffeemakers, food mixers, 
roaster ovens, grill and waffle-baking com- 
binations and others. He will report 
directly to Mr. Ashbaugh. 


Appointed 
General 
Mor. of 

Rose Jewelers 
of Detroit 


MAX SCHWARTZ 


The appointment of Max Schwartz as 
general manager of Rose Jewelers of De- 
troit was announced recently by Emil Rose, 
president. The Rose chain operates 11 
stores in the Detroit metropolitan area and 
a 12th is soon to open in Monroe, Mich. 

Mr. Schwartz, a New Yorker, was _ pre- 
viously associated with Finlay-Straus for 





23 years. With that organization he sery 
variously as general promotion a 
and general buyer. 

Mr. Schwartz joined Rose in Se 
1954 and has held positions 


Manager 


ptember 
as senior buyer 
and merchandise manager prior to his ‘ 
suming the general managership, 


Directors of Gorham Mfg. Co, 
Elect Officers at Meeting 


At the annual director’s meeting of the 
Gorham Mfg. Co., held on April 22 jn 
Providence, the following officers Were 
Edmund C. Mayo, president: 
Elliott M. Gordon, vice president and 
eeneral manager; Lester F. 


elected: 


Morse, vice 
president, secretary and treasurer; Howard 
T. Benner, vice president and merchanilise 
manager; Norman T. Wright, vice presi. 
dent in charge of manufacturing; Rober 
H. Meystre, vice president and controller: 
Ralph S. Connell, assistant secretary and 
assistant treasurer; Everett V. Kelly. 
assistant treasurer, and Harold Stallwood, 
assistant controller. 

Burrill M. Getman was named vice pres- 
ident in charge of sales for the Gorham 
Co., and James D. Grassick was elected 
vice president in charge of sales for the 
Alvin Corp., a subsidiary of Gorham. 


‘Watch Inspection Time’ is Time 
For Jeweler-Watchmaker Team 


“Watch Inspection Time” gives jewelers 
and watchmakers a chance to coordinate 
their efforts to boost profits and dollar 
volume throughout the store, as well as 
in watch inspection and repair. 

This year, the Seventh Annual Watch 
Inspection Time takes place September 
8-17. Consumers will be urged to visit 
their local jewelers through a_ four-color 
advertisement by The Watchmakers of 
Switzerland. The ad, to appear in_ the 
Reader's Digest during the industry-wide 
promotion, will feature the famous Norman 
Rockwell painting of “The Watchmaker.” 

Special display and promotion material 
and newspaper advertising mats will be 
offered by The Watchmakers of Switzer 
land for jewelry stores to remind their 
communities about the necessity for peri- 
odic, expert watch inspection. 

Indications are that all levels of the 
jewelry and horological industry are in- 
terested in tying in with the event. This 
will give jewelers even more outside pro- 
motional aid at one time, directed at cre- 
ating store traffic for all merchandise 


categories. 


Springfield Jeweler Creates 
Ring With Bombarded Diamond 
J. Ralph Tobin & Son, Springfield, Ill. 
successfully changed a .75 carat brown 
diamond into a permanent dark touraline 
green through cyclotron bombardment al 


“Washington University in St. Louis re 


cently. 

The firm then mounted the bombarded 
stone in a palladium setting and sur 
rounded it with 16 white diamonds to 
heighten the contrast. 
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More Than 160 Firms Reserve Exhibit Space 
At NJA's Jewelry Fair and Convention 


The total number of National Jewelry 
Fair exhibitors passed the 160 mark during 
the second week of May, according to an 
announcement by the Convention Commit- 
tee of the National Jewelers Association. 
The association’s convention will be held 
jointly in Chicago at the Conrad Hilton 
Hotel during the fair on July 24 through 
28. 

The National Jewelry Fair show man- 
agement, in a supplemental report, pointed 
out that the exhibition hall—containing 
114 booths—-is 98 per cent sold, and it was 
estimated that all space in this area would 
have been assigned before the end of May. 
it was stated that approximately 50 per 
cent of the booths in the Williford Ball- 
room, the newly-opened booth area on the 
third floor of the Conrad Hilton, had been 
cold. There are a total of 47 booths in that 
area. 

For the most part, firms that occupied 
hooths in the grand ballroom for the 1954 


fair. have been assigned booths in the 
Williford Ballroom. The grand ballroom 


will not be used for booth displays during 
the 1955 fair. According to the show man- 
agement, still available in the 
North Hall, which is located in the lower 


space Is 


Aaron, Samuel, Inc........... New York, N. Y. 
Adams. William, Inc.......... New York, N. Y. 
SC: Re ape ere eera Chicago, Tll. 
Altheimer & Baer, Inc............ Chicago, III. 
American Furniture Sales Co...Cleveland, Ohio 
American Plastic Co........... Hammond, Ind. 
AO rir hie ies 6 sae ore oorele oe Binghamton, N. Y. 
B..& ©. Chaim Co... cnc cccc. Providence, R. I. 
Raldwin-Miller Co........... Indianapolis, In. 
Rayer, Pretzfelder & Mills....New York, N. Y. 
Bell Lamp Mfg. Corp. ........... Chicago, Tl. 
Renrus Watch Co., Ine........ New York, N. Y. 
Here Gira Boies sco: «ace dia a es alate Madison, Wis. 
Berman Watch Co., Inec....... New York, N. Y. 
PRA IWRONENG «535 seid vache as wéveacimate Chicago, Ill. 
Bogoff, Jewels By, Inc............. Chicago, Il. 
Boonton Molding Co............ Boonton, N. J. 
Braude, Emil & Sons, Ine.......... Chicago, Ill. 
Brown & Gravenson, Ine...... New York, N. Y. 
Pruner-Ritter, Ine...........:. New York, N. Y. 
Bulova Watch Co., Ine......... Flushing, N. Y. 
Capehart-Farnsworth Co..... Fort Wayne, Ind. 
Cohen, A. & Sons Corp....... New York, N. Y. 


Columbia Diamond Rings, 

Long Island City, N. Y. 
Cranley Silver Mfg. Co.. Rockville Center, N. Y. 
Crosley-Div. Aveo Mfg. Corp...Cincinnati, Ohio 
Cuckoo Clock Mfg. Co., Ine...New York, N. Y. 


Davids: DOUnae oc ccc ccc sere New York, N. Y. 
Davidson & Sons Jewelry Co..New York, N. Y. 
Dennison Mfg. Co.......... Framingham, Mass. 
Dormeyer Corps... ssc ccsccscuces Chieago, ll. 
Duane Jewels Co., Inc........ Providence, R. I. 
Flectrie City Box Co............ Buffalo, N. Y. 
Figin American Co............ceee0. Elgin, Jl. 
Klein National Watch Co........... Elgin, Ill. 
Fnicar Watch Corp........... New York, N. Y. 
Fairbanks Ward Ind............... Chicago, Til. 
Fantasy of Jewels............ New York, N. Y. 
Feature Ring Co., Inc......... New York, N. Y. 
Fiddelman, J. & Son, Inec...... New York, N. Y. 
Blexshiet COP a6.cs «vec 0es es New York, N. Y. 
Forestville Clock Co., Ine...... New York, N. Y. 
Forman-Cutler Co............ New York, N. Y. 
Foster Metal Prod., Inc........ Attleboro, Mass. 
Freed, Edwin, Inc............ New York, N. Y. 
noo is el. AC Rae ens ORO Chicago, Ill. 


Gift Box Corp. of America....New York, N. Y. 
Goldstein-Gerson Co., Inc.....New York, N. Y. 


Goodman. & COisc.icccicceses Indianapolis, Ind. 
Gruen, The Watch Co......... Cincinnati, Ohio 
Hamilton Watch Co............ Lancaster, Pa. 
Heirloom Clock Co...........0. Paterson, N. J. 
Heiss, Oscar Watch Co............ Chicago, Il. 
Helbros Watch Co., Inc....... New York, N. Y. 
Heller-Tara, Inc. ...........- New York, N. Y. 
Herscovitz, Sam, Co., Inc. .......- Chicago, Ill. 
Pansel Ae. Ceres co <6 xan iecaren Chicago, II]. 
Howard Ring Co, ......ecsseee00+ Chicago, ill. 


Huye Space Saving Box System, Inc., 
New Orleans, La. 
Imperial Pearl Syndicate, Inc.....Chicago, Jll. 
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level of the Conrad Hilton on the 
floor as the huge exhibition hall. 
The fifth and sixth floors of the Conrad 
Hilton are again being used as display 
rooms by exhibitors of the National Jew- 
elry Fair, with about the same number of 
firms being assigned this type of space as 


same 


last year. As in the past, a number of ex- 
hibitors expressed a preference for the 
special participation suites located above 
the sixth floor display rooms. 

The NJA advance-registration program, 
providing free registration in advance, by 
mail, for all jewelry retailers, has now 
gone into high gear. Free advance-regis- 
tration badges are now being provided for 
all retail jewelers by writing to the Na- 
tional Jewelers Association, 545 Fifth Ave., 
New York 17, N. Y., listing the names of 
all store personnel requiring badges for 
admission. 

Manufacturers, importers and whole- 
salers are asked to contact the National 
Jewelry Fair office, 812 Olive St., St. Louis 
1, Mo., for further available space infor- 
mation. 

The following list of firms includes all 
exhibitors assigned space up to and _in- 
cluding May 6: 


Incabloe Corporation ........ New York, N. Y. 
Ingraham, The E., Co. .......... Bristol, Conn. 
International Cult. Pearl Co...... Chicago, Ill. 
International Silver Co. ....... Meriden, Conn. 


Jewelers Acceptance Corp. ...New York, N. Y. 
Jewelers Circular-Keystone...New York, N. Y. 


Kahn, E..& Mi Co. ..66 000: New York, N. Y. 
Karpeles Rosary Co. ......... Providence, R. I. 
Katz, Frank M., Inc. ......... New York, N. Y. 
Kaycraft Co., Inc. .......... New York, N. Y. 
Keystone Silver, Inc. ........ New York, N. Y. 
Korn, William, and Co. ........ Buffalo, N. Y. 


Kramer Jewelry Creations, Inc., 

New York, N. Y. 
Kushner & Pines, Ine. ...... New York, N. Y. 
L.M.D. Jewelry Mfg. Corp....New York, N. Y. 
Landau, Max, & Co., Ine...... New York, N. Y. 
Leading Jewelry Mfg. Co.....New York, N. Y. 
Lehman Bros. Silverware Corporation, 

New York, N. Y. 
Lieber G@ LevneP « .5.6. cckens New York, N. Y. 
Eih@ DRGGAMING: soc. cdccasiowmac New York, N. Y. 


BOX MAKERS SELECT OUTSTANDING JEWELRY PACKAGES 


The 


boxes shown here were awarded 
prizes in the annual competition sponsored 
by the National Paper Box Manufacturers 
\ssociation at the group’s annual conven- 
tion in Atlantic City. In this fifth year of 
the contest, some 2000 entries in all were 
entered. 

First award in the jewelry and silver- 
ware group (1) went to the Box Shop, 
New Haven, Conn., for this attractively 
printed package for International Silver 
Co. This hinged-lid box contains a “jump- 
ing jack” holding two pieces of baby sil- 
verware. Second award in jewelry and 
silverware was taken by Dennison Mfg. 
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Lifton, Harold, Co., Inc...... New York, N. Y. 
Longines-Wittnauer Watch Co., Inc., 

New York, N. Y. 
Luria, L., and Son, Inc. ....New York, N. Y. 
Manhattan Novelty Corp. ....New York, N. Y. 
A Ck a se adcsaascacas Attleboro, Mass. 
Marhill Co., Inc., The ....... New York, N. Y 
a ee rrr rr Joplin, Mo. 
Mele Mfg. Co., Inc. ......... New York, N. Y. 
Minnesota Mining & Mfg. Co...St. Paul, Minn. 
Monarch Watch Co., Ine. ....New York, N. Y. 
Morris, Norman M., Corp. ....New York, N. Y. 
PE UR icdcsceuecaancquces Chicago, Ill. 
DeOIee Oiks EMO ce dedcceewass New York, N. Y. 
ING TS ecetvcccceucencas Milwaukee, Wis. 


New Hermes Engrv. Mach. Corp., 

New York, N. Y. 
North American Philips Co., Inc., 

New York, N. Y. 


CEM oad cece ccecaheanues Oneida, N. Y. 
Ce NO. Sedacsaccacdae= Philadelphia, Pa. 
DUNN RN OAN 85 bce vaccaccdeeseees Chicago, Ill. 
Paramount Wedding Ring Co...... Chicago, Il. 
Parker-Allen Industries, Ine...... Chicago, Ul. 
Pennino Bros., Inc. ......... New York, N. Y. 
Pereline Mfg. Co., Inc. ...... New York, N. Y. 
Plasticrest Products, Inc. ........ Chicago, ill. 


Polishook, K., & Son Corp....New York, N. Y. 
Deets es eee Oe GR Se ceccecues Buffalo, N. Y. 
Remington Rand, Inc. (Dealer Sales Div.), 
New York, N. Y. 
Remington Rand, Inc. (Electric Shaver Div.), 
Bridgeport, Conn. 


Robbin Products .......... Los Angeles, Calif. 
Robinson, Edward B. ........ New York, N. Y. 
Se vin cawencctuededeus Newark, N. J. 


Rosenthal, Herbert Jewelry Corp., 
New York, N. Y. 


Roth Brothers «.....cccscces New York, N. Y. 
RGD OOO once cendavesaas Louisville, Ky. 
ee | OS er Brookline, Mass. 
Sarkin, David, Inc. ......... New York, N. Y. 
Savoy Watch Co., Ine. ...... New York, N. Y. 
Sent, TGs a. 66s cic ces West Los Angeles, Calif. 
Scheffres, Bob, Co., Inc. ......... Chicago, [Il. 
Sehets, Lewin, Cae ccccccceves New York, N. Y. 
Se Ne acca de ceceaweaeas Stamford, Conn. 
Schwarez, A., & Son, Inc....New York, N. Y. 
Se Gre ROE ewes dedwecuns New York, N. Y. 
Seth Thomas Clocks ........ Thomaston, Conn. 
Sheaffer, W. A., Pen Co.....Fort Madison, Ia. 
Shiman Bros. & Co., Inc.....New York, N. Y. 
Shriro Watch, Inc. .......... New York, N. Y. 
SM EIN co o'gnceeccceeued Providence, R. I. 
Spreckman, Hy, & Co. ........... Chicago, Hl 
See CO COb xe cacecdtcecins Lincoln, ill 
Tanenbaum, B., & Co., Inc...... Buffalo, N. Y. 
Ts Be EMS 6 6 veundcucewnsas Detroit, Mich. 
Underwood Corp. ........... New York, N. Y. 
Mio mk eee New York, N. Y. 
WOR is ke vieceansances New York, N. Y. 
Watchmakers of Switzerland.New York, N. Y. 
Waterman Pen Co. .......... Seymour, Conn. 
WG GRRE Gana cecanecuddanetced Chicago, Il. 
Weissman Watch Co. ....... New York, N. Y. 
Wh COE dsicccnccacasccexe wes Chicago, III. 


Westclox, Div. of General Time Corp., 
LaSalle, Ill. 


Wiesner, Joseph, Inc. ....... New York, N. Y. 
Winston, Harry, Inc. ....... New York, N. Y. 
Winton Watch Co., Inc. ..... New York, N. Y. 


Wood, J. R., & Sons, Inc.....New York, N. Y. 
WRGGGN NN UON 15 s5 ce cnnicxcaccudaes Chicago, Ill. 
Wyler Watch Agency, Inc....New York, N. Y. 
Zenith Radio Corp. .......seccee- Chicago, Ill. 





Co.. Marlboro, Mass., with this faney dis- 
play box (2) for Jacques Kreisler Mfg. 
Corp. The box holds and displays a watch- 
band. It opens into a display almost like 
a stage. 

First prize in display boxes was awarded 
to the Mason Box Co. of Attleboro Falls, 
Mass., for this display (3) 
made for the D. Jacobs Sons Co., Cincin- 
nati. The display, trimmed in gold, holds 


easel-back 


five boxes, any or all of which may be 
displayed in open position. 


The boxes were judged for “superiority 


of end use, design and construction.” 
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Houston Mayor Pays Tribute 
To ‘Know Your Jeweler’ Week 


From April 24th through May Ist, all 
citizens of Houston, Texas, were urged, 
in a special proclamation issued by Mayor 
Roy Hofheinz, to take appropriate recog- 
nition of “Know Your Jeweler” Week. 

Mayor Hofheinz’s proclamation, _ pre- 
sented to The Watchmakers of Switzerland 
and representatives of the Houston watch 
and jewelry industry, states “. . . the re- 
tail jewelers and watchmakers of Houston 
have the valuable asset of educating our 
citizens to a greater knowledge and appre- 
ciation of watches, jewelry and silverware 

. the jewelry profession and industry 
make a_ significant contribution to our 


(Ez 





economy ... the plan called ‘Know Your 
Jeweler’? has been developed by The 
Watchmakers of Switzerland with the aid 
and encouragement of the American Na- 
tional Retail Jewelers Association, the 
Jewelry Industry Council, and the Ameri- 
can Watch Association, to help the jeweler 
further elevate his status in the com- 
munity.” 

As a result, the mayor offered his city’s 
full support toward making the event a 
complete success. 

“Know Your Jeweler” weeks are gain- 
ing in popularity throughout the United 
States because of the excellent support 
they receive from the communities and 
local newspapers, as well as the consumer 
interest the promotions stimulate for visit- 





...that encourages jewelers 


everywhere in the 


to keep sending their OLD GOLD, 
SILVER, PLATINUM, Filled and 


Plated Scrap, Filings, P 
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SMELTING & REFINING CO. 


111 N. Wabash Ave., Chicago 2, IIl. 
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74 W. 46th St., New York 36, N.Y. 
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ing the local jewelry store, Local 
or regional jewelers’ groups interested ; 
“Knowing Your Jeweler” events te an 
areas can write to Dept. KYJ, the Watch 
makers of Switzerland Information Costes 
Inc., at 730 Fifth Ave., New York Cin’ 
for a “Campaign Organizer Kit” and a 
details. ” 


» State 





Houston Mayor Roy Hofheinz (second from 
left) issues proclamation announcing "Know 
Your Jeweler Week" in that city. L. to +: 
Robert J. Slagle, Texas Retail Jewelers As. 
sociation, Mayor Hofheinz; Robert Kaemp- 
fer, the Watchmakers of Switzerland: and 
E. J. Farek, president, Houston and Harris 
County Watchmakers Association, 





Kloville and Plafson Form 
Southern Specialty Sales Co. 


The formation of Southern Specialty 
Sales Co., Suite 701, One Peachtree Bldg, 
Atlanta, Ga., has been announced by Joe 
Kloville and Bill Plafson. 

The newly-established firm is a new type 
of jewelry sales organization which will 
market factory lines of jewelry and allied 
items. Company sales representatives will 
cover the territory from the Atlantic Ocean 
to Little Rock, Ark., and from Richmond, 
Va., to Key West, Florida. 





Kamion is Guest Speaker at 
Arkansas’ Jewelers Meeting 


A sizable turnout was on hand for the 
April 11th dinner-meeting of the Northwest 
Arkansas Jewelers Association. Presiding 
at the event, which was held at the Rain- 
bow Inn in Bentonville, was W. Robert 
Hastings, president. 

A well-balanced program was arranged 
for the meeting by Jack Norvell (Norvell 
Marcum Co.), Tulsa, Okla. Guest of 
honor and_ principal speaker was Leo 


Kamion, southwestern representative for 
the Speidel Corp. 






W. Robert Hastings (center), president of 
the Northwest Arkansas Jewelers Associa- 
tion, is shown here at the April I Ith meet 
ing of that group with Jack Norvell (left), 
of the Norvell Marcum Co., Tulsa, Okla. 
and Leo Kamion, southwestern represento- 

tive for the Speidel Corp. 
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Favre-Leuba Watch Company 
Elects Roth as President 


The election of Norman Roth as presi- 
dent of the Favre-Leuba Watch & Chron- 
ometer Co., Inc., 665 Fifth Ave., New York, 
was announced recently. 

Roth, who recently handled sales for 
Omega watches in the midwest, has been 
active in the wholesale distribution of 
watches since 1923. 

Other recent additions at oo 


include Sol M. Raskin, who has joined the 


frm as office manager, and Herbert E. 
Faithfull, Jr., who has joined the sales 


staff. 





HERBERT E. NORMAN 
FAITHFULL, JR. ROTH 
Joins Sales Elected 
Staff President 


Raskin was formerly with the Ollen- 
dorff Watch Co. for 18 years, while Faith- 
full previously served many years in sales 
and merchandising positions with Bayer, 
Pretzfelder & Mills, Inc. 

The Favre-Leuba line includes a wide 
choice of men’s and women’s watches as 
well as wrist chronometers. 


Attacks on Fair Trade 
Are Taking Heavy Toll 


Justice Department officials are study- 
ing the possibility of suggesting laws to 
control loss leader sales and debasement 
of brand names as a replacement for the 
fair trade laws when the agency urges re- 
peal of retail price maintenance laws. 

Some 31 states already have such acts 
on their books, but retailers complain they 
are generally not strictly enforced. Prin- 
ciple under study at the Justice Depart- 
ment is a law to prohibit selling retail 
merchandise below a specified percentage, 
about 6 per cent, of delivered cost when 
the effect would be to damage competition. 
Selling below cost would be permitted in 
special circumstances, such as clearing out 
obsolete lines and seasonal goods. 

While a Congressional drive of any sub- 
stance to repeal Federal acts which permit 
states to approve fair trade laws may be 
a year or more away, effects of repeated 
attacks on the principle recently are tak- 
ing a heavy toll. 

An Oregon court has ruled that the non- 
signer clause violates that state’s consti- 
tution, bringing to nine the number of 
states in which fair trade’s validity is 
questioned. And a Maryland court has 
ruled that it is not illegal for a mail order 
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house operating in a non-fair trade state 
to cut the price of goods it ships into a 
fair trade state. 

The Federal Trade Commission is also 
taking an anti-fair trade position, although 
it hasn’t come out against the principle 
in recent months. It has, however, cracked 
down on alleged “illegal extensions” of 
fair trade contracts. Recent cases have 
cited firms for using fair trade contracts 
to: Arbitrarily limit the amount firms may 
give for trade-ins; punishing violators of 
fair trade contracts by requiring them to 
forfeit to competitors the profits of sales 
made in contract violation; requiring fair 
trade prices to be maintained in non-fair 
trade states; setting up excluding deal- 
ing arrangements, and denying retailers 








charged with violating the contracts the 
right to defend themselves. 





Meyer Jewelry Co. Announces 
Construction of Sixth Store 


Officials of the Meyer Jewelry Co. an- 
nounced last month that construction is 
under way on a new Treasure Chest store 
at 14333 Woodward Ave. in Highland Park. 
This is to be the first unit in the firm’s 
expansion plans, it was stated, and is the 
sixth store in the chain. 

The new store is to be a two-floor unit 
of first floor and basement, comprising an 
area of 6000 square feet of selling space 
for jewelry, diamonds, silver, gift gallery 
and spacious optical studios. 




















Star Bright! Linde Stars* 
glow with an inner fire 

all their own. . . in 
heavenly settings of 14K 
White Gold inspirationally 
designed by 

Goldstein Gerson of 
New York 


Ask for free display 
card in color, and 
list of manufacturing 
jewelers featuring 
Linde* Stars. 





Fascinating stars ... once the mark 
of kings and queens . . . now 
available to your customers. Point 
by point, Linde* Stars equal the 
beauty and structure of natural stones. 
These mysteriously glinting gems 
evoke all the glamour that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 

. display them and display their amaz- 
ingly low prices, Linde* Stars invite 
try-ons that turn into take home sales. 










MORE AND MORE 


JevVELERS. S&t.L. 


LINDE" STARS 


fe oe | TINGS THAT SUIT 


ge | SS i Oe ws Coogee — | eS eg 





CHARLES F. WINSON worvowive oistrisutor 


S80 FIFTH AVENUE, NEW YORK 36 ° COLUMBUS 5-2656 


* “Linde’’ is a registered trademark of Union Carbide & Carbon Corp.—a synthetic gem. 






























































If you are an 


EXPERIENCED 
SALESMAN 


with an_ established following 
among selected jewelers in: 


TEXAS, OKLA., LA., 
MISS., ARK. 


We can offer you an excellent 
potential with our two exclusive 
watch lines. 


1. ETERNA* MATIC 
(Selfwinding watches with the fa- 
mous ball bearing mounted winder) 


2. INTERNATIONAL SCHAFFHAUSEN 


(World renowned prestige watch) 


Many established accounts. Guar- 
anteed drawing against 10% 
commission. Submit full details, ex- 
perience, age and references to: 


DIETHELM & KELLER (USA) Ltd. 


New York, N. Y. 


677 Fifth Ave. 











ORIENTA 


CULTURED 
PEARLS 








LEYS, CHRISTIE & CO., INC. 


65 Nossau St., New York 









pIAMON DS 


ANTWERP 
divevice 


W.GOTTSMANN 
DIAMONDCLUB ANTWERP ‘Belgium 
AIRMAIL FOR FREE CATALOGUE / 














Felix Levy Named President 
Of A. Jaffe & Son, Inc. 


The election of Felix Levy as president 
of A. Jaffe & Son, Inc., 608 Fifth Ave., 
New York, was announced recently. 

Mr. Levy brings to the Jaffe firm a life- 
time of experience in the jewelry business. 
Representing the third generation of his 
family in the trade, he came to the United 
States from Germany in 1922 and was first 
with Max Bauman & Co. and later with 
Kaspar & Esh, Inc. 





*. 


FELIX 





LEVY ISAAC JAFFE 


WILLIAM J. 
OBER 





Announcement was also made that Isaac 
Jaffe will continue in his managerial ca- 
pacity with the firm, which was _ estab- 
lished by his father in 1892. William J. 
Ober, who has been with the company for 
the past 29 years, will remain as secretary- 
treasurer. Both Mr. Levy and Mr. Ober 
will continue to call upon their many 
friends in the trade in their respective 
territories. 

A. Jaffe & Son, Inc., handle a compre- 
hensive line of loose diamonds, diamond 
rings and mountings, and diamond jewelry 
in the popular and better price ranges. 


George and Leo Kaplan Awarded 
Graduate Member Titles by AGS 


The award of the Graduate Member 
(wholesale) titles to George R. Kaplan 
and Leo L. Kaplan of Lazare Kaplan & 
Sons, New York, was announced recently 
by the American Gem Society. 

The Kaplan _ brothers, of Lazare 
Kaplan, are the fourth and fifth Graduate 
Members (wholesale) in their father’s 
firm, which for 15 years has been known in 
the industry as “Member American Gem 
Society.” 

The -title “Member American Gem 
Society” is awarded to wholesale firms in 
the United States and Canada who have 
on their staff one or more persons who, 
after extensive study, give proven evidence 


sons 















of a thorough knowledge of diamond 


oa S and 
colored gems. The Kaplan brothers com 
pleted these formal and comprehensive 


examinations. 


Maiden Laners Complete Plans 
For Annual Outing at Green's 


An ideal program of fun and relaxation 
has been planned for the annual Outing 
of the Maiden Lane Outing Club. Sched. 
uled for Saturday, June 11, the event will 
be held at Green’s Hotel in Pleasantd 
N. J., as it has for the past six years, 

For the athletically-minded members. 
there will be facilities for softball, tennis, 
swimming, golf, handball and horseshoe 
pitching. 
clined, there will be an abundance of com. 
fortable chairs in which to lounge and 


ale, 


For those less strenuously jn. 


relax. 

The evening’s festivities will begin with 
a delicious dinner with all the customary 
trimmings, during the course of which 
numerous door prizes will be drawn for 
and distributed. In addition, winners and 
runners-up of the various sport activities 
of the day will be announced and _ prizes 
will be awarded. 

Chairman of this year’s outing committee 
is Richard J. Bromley. His able assistants 
include: Walter A. Meyer, Leo Davidson, 
Albert Altesman, Cy Slocum, Jack Kirshen- 
baum, Jack Masin, Michael C. Fina, Sam 
Pianin and Raymond V. Lawrence. 


F. Norman Ullrich, Sr., Dies; 
Anson Representative in N. Y. 

F. Norman Ullrich, Sr., New York sales 
representative for Anson, Inc., Providence, 
R. [., died April 22 at his home in Forest 
Hills, N. Y., after a long illness. 

Mr. Ullrich had represented Anson in 
the New York sales office at 7 Dey St. 
since August 1945, covering territory West 
to Detroit, North to Buffalo and South to 


Jaltimore. 





c 


F. NORMAN 
ULLRICH, SR. 





Born in Chicago, he came to New York 
City in 1914 where he resided until his 
death. He was a member and former pres- 
ident of both the Maiden Lane Outing 
Club and the Jewelers Fraternal Associa- 
tion. He was also a member of the 24 
Karat Club of Philadelphia and the Maiden 
Lane Historical Society. 

His successful career in 
industry spanned a period of more than 
35 years during which time he made count- 
less friends who mourn his passing and 
will revere his memory. 
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1 NEW YOR 


p Jack Pennino of Pennino Bros., New 
York costume jewelry manufacturers at 38 
West 48th St., is rounding out the last 
half of an eight-week stay in Europe. Mr. 
Pennino traveled abroad to study current 
design trends in England, France, Ger- 
many, Switzerland, Spain and Italy. 

> Robert Brill and Louis Colmes, New 
York auctioneers, moved April 15 to new 
and larger quarters at 45 West 45th St. 
They were formerly located at 15 West 
47th St. 

} Norma M. Morris of the Norman M. 
Morris Corp., has accepted the chairman- 
ship of the Specialties Group and the Jew- 
elry Division of the 1955 Greater New York 
Fund campaign. The Norman M. Morris 
Corp.. distributors of 
Omega watches, is located at 655 Madison 
Ave., New York. 

» Formation of Van Gogh Jewelry Co., 
Inc.. as a division of Jack Gutschneider 
Jewelry Co., Inc., both located at 665 Fifth 
Ave., New York, has been announced by 
Jack Gutschneider, president. The ex- 
panded operations of the Gutschneider 
firm, one of the leading manufacturers of 
“antique-styled” precious jewelry, will ex- 
tend the company’s production base to 
include, eventually, a complete jewelry line. 
Since 1954, the firm has specialized in 
palladium castings. The newly established 
division will also use palladium, as well 
as gold and platinum. 

> Gerald Rosenberger, president of Coro. 
Inc. was honored last month by his col- 
leagues in the costume jewelry industry 
for his “exemplary work in the field of 


exclusive U.S. 


In addition to his widow, he is survived 
by his son, his mother and a brother. 


Duty-Free Gift Exemption for 
GI's to be Made Permanent 


A war-time measure permitting members 
of the U. S. armed forces abroad to send 
gifts valued up to $50 into this country 
duty-free will be made a permanent exemp- 
tion to the customs laws under a bill now 
pending in Congress. 

The measure, one of a “package” of 
bills pertaining to armed forces privileges, 
is expected to pass both houses and be 
signed by the President. 


Marvin Watch Names Hollandia 
As Exclusive U. S. Agents 


The Marvin Watch Co. of La Chaux-de- 
Fonds, Switzerland, announced recently the 
appointment of the Hollandia Co., Inc., 630 
Fifth Ave., New York, as exclusive agents 
in the United States for this century-old 
line of watches. 

The new agency will shortly announce 
merchandising and advertising plans for 
the initial stages. A national advertising 
campaign in conjunction with steady, con- 
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community welfare and his contributions 
towards the preservation of human rights.” 
The occasion was a Joint Defense Appeal 
testimonial dinner which was held May 17 
at the Vanderbilt Hotel, New York. The 
affair launched an -industry-wide drive for 
support of the American Jewish Committee 
and the Anti-Defamation League of B’nai 
Brith, community agencies with programs 
combatting bigotry and safeguarding hu- 
man rights. 

> Theodore Kreuter, sales manager of the 
Holzer Watch Co., Inc., 501 Fifth Ave., 
New York, left recently on a six-week trip 
to Europe where he will visit the Tissot 
factory at Le Locle, Switzerland. While 
abroad, Mr. Kreuter will study the sales 
and distribution methods of Tissot agen- 
cies throughout the continent. The Holzer 
Watch Co. is sole distributor of Tissot 
watches in the United States. 

> Joseph Skalet, president of the Winton 
Watch Co., Inc., 64 W. 48th St., New York, 
is leaving on a business trip to visit the 
Mare Nicolet watch factory at Le Chaux- 
de-Fonds, Switzerland. 

> Samuel Werbach, owner of Werbach’s 
Admiration Jewelry Co., 243 Canal St., 
New York, has been installed as president 
of the Genesis District of the Zionist Or- 
ganization of America. The Genesis Dis- 
trict encompasses the area of Tuckahoe, 
Crestwood and Eastchester in Westchester 
County. Mr. Werbach is a key member 
of the membership committee of the West- 
chester Zionist Region, and has this year 
enrolled close to 160 new members in the 
national group. 

sistent local promotions will back up re- 
tail selling, according to Alexander M. 
Fekula, president of the Hollandia Co. 


ALEXANDER M. 
FEKULA 


President 
of Hollandia 
Co., Inc., 
New York 


Mr. Fekula was formerly merchandising 
vice president of the Gruen Watch Co. and 
director of merchandising for Elgin Na- 
tional Watch Co. As president of Hol- 
landia, he brings to his new position 20 
years of broad and varied watch and jew- 
elry experience. 

It was stated that the sales policy of 
Marvin watches will be to interest the 
better type jewelry stores and pronounced 
emphasis will be placed on strict market 
control. 





NECKLACES and EARRINGS 
at attractive prices 











ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 














DIAMONDS 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 


MARTIN |. HARMAN 


36 West 47 Street New York 36, N. Y. 
PLaza 7-2546 

















Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Yewels 


18-20 W. 3ist St., New York 1, N. Y. 








Sa cCOne 





ACON watci crown co. 














THE GUARANTEED WATCH aon . 


50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Crowns 
Complete line including waterproofs 
Sold through Wholesalers & Jobbers 











Tarnish- Preventive 


SILVERWARE CHESTS 


Lined with Pacific Silver Cloth 
Finest Quality Fully Guaranteed 
send for illustrations and priee list 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of Silverware Protection—Rolls, Bags, Cases 
and Chests Since 1926. 








135 

























































































WA 
LOUIS F. GUINESS, INC. 


CREATORS OF INTEGRITY DIAMOND RINGS 
373 WASHINGTON ST., BOSTON 8, MASS. 





the Niash 
“CUFFMASTER,” 


TRADE MARK 










the 
finest 
cuff link 
back ever made 


Patented Design 155,535. Patented Construction 
2,472,958. Infringers will be prosecuted. 


Available in gold, silver, gold filled, brass, 
and other metals. Send for price list. 


Niash Refining Co. Inc. "eo Ngssey,St-yN.y- 








A basic book for jewelers 


A Field Guide to 


Rocks and Minerals 
by Dr. Frederick H. Pough 


Welcomed as the best field guide 
published, this compact book, one of 
the famous Peterson series, is usable 
anywhere in the world. It emphasizes 
immediate identification in the field 
but includes new testing procedures, 
sections on mineral environments and 
crystallography, a glossary, and 254 
photographs, 72 in full color. 


$3.75 Postpaid 


The Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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Gold Yoo & CUTLERY 
* UNE" NOVELTY CO. 
MANUFACTURERS 


FINE POCKET KNIVES 
MEN’S JEWELRY 


LEATHER ACCESSORIES 


Through Leading .  worTH ATTLEBORO 








Wholesalers MASSACHUSETTS 








Sold only direet to Retailers 
WELLS MFG. CO. ATTLEBORO, MASS. 
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» Plans were completed as this issue went 
to press for the annual summer outing of 
the Boston Jewelers Club. Much more in 
the way of sports is promised this year, 
for the event will be held at the Mayflower 
Hotel in historic Plymouth, Mass., on June 
22—where there will be opportunity for 
swimming in both a pool and the ocean. 
In addition to the usual program of 
sports, including soft ball and golf, there 
will be a chance to try something entirely 
different—bowling on the green. 

> Plans were all set, too, for the annual 
meeting and convention of the New Hamp- 
shire Retail Jewelers Association, to be 
held on June 26 and 27 at the Farragut 
Hotel, Rye Beach, N. H. Ocean bathing, 
a clambake, and an unusual program of 
business and sports events are on_ the 
agenda. 

> Word from John E. Mitchell, of Good- 
fellows Jewelers, Barre, Vt., says that plans 
are shaping up for the annual convention 
of the Vermont Retail Jewelers Associa- 
tion to be held at the Equinox House, 
Manchester, Vt., on July 17 and 18. 
A gala program is being outlined. 

> Members of the New England Guild, 
American Gem Society, met at the Hotel 
Statler on May 12, where the seventh in a 
series of tape and_ recorded lectures, 
prepared by the GIA, was given. This 
was entitled “Inclusions in Gemstones, 


Part II.” It was followed by a short 
written quiz and the usual laboratory 
session. 


» Directors of the Massachusetts and 
Rhode Island Retail Jewelers Association 
met at the Hotel Bellevue, Boston, on 
May 18, for their first business session 
under new president James Kay. A report 
of the recent convention was uppermost 
on the agenda. 

> Some 35 members of the Maximus Club, 
founded by employees of the Smith- 
Patterson Co. in 1909, attended the annual 
meeting at the Boston Yacht Club, Rowes 
Wharf, on May 7, where William R. 
Tuttle, president, and Erskine Gay, 
secretary-treasurer, presided. Two charter 
members were present; Mr. Tuttle and 
Warren Smith. The Smith-Patterson store 
featured its 79th anniversary last month 
with special window displays. 

> A giant Greenbriar teaspoon and a dis- 
play of the Chantilly fork process high- 
lighted an exhibition of Gorham silver 
in Jordan Marsh’s new enlarged sterling 
silverware center during the week of May 
9. Also on display was Gorham’s new 
multiple candelabra unit which showed 
the eight different combinations possible 
with this candelabra. 

> Lund Jewelers, for many years located 
at 222 Clarendon St. in Boston’s Back 
Bay, moved on May 1 to new and larger 
quarters at what is figured to be a better 
location at 543 Boylston St.. overlooking 


NEW ENGLAND 












Copley Square. Clarence Lund js back 
from a successful European skiing vacation 
in Switzerland and Austria. 

» Edwin Guiness of Louis F. Guiness, Inc, 
710-711 Jewelers Building, is leaving with 
Mrs. Guiness on June 25 for a six weeks’ 
trip to the Midwest and California, com. 
bining a vacation with business in cop. 
nection with the firm’s line of Integrity 
Diamond Rings. He plans to 
about August 10. 

>» J. Gould Cook, president of A. Stowell 

& Co., went with friends on a fishing trip 

to Jackman Station, Maine early in May, 

> Leslie Shuckra, salesman for I. Alberts 

Sons, 8th floor, Jewelers Building, who 

covers Maine, Vermont, and New Hamp. 

shire, was injured in an_ automobile 

accident recently on the New Hampshire 

Turnpike, and was taken to the Lynn 

Hospital, Lynn, Mass. 

> Nathaniel I. Goodman of the firm of the 

same name, 1006-7 Jewelers Building, is 

just back from a Mexican vacation trip, 

While in Mexico City he visited several 

leading jewelers, and in Taxco looked 

over the silver-making — establishments. 

He got in a bit of fishing at Acapulco, and, 

while in Mexico, was entertained by Peter 

and Lupe Mayer of the movie industry 

at the Federal Department of Tlalpan. 

On his return to Boston, Mrs. Goodman 

left for a vacation trip to Atlantic City with 

her three sisters. 

» Reagan’s, Inc., 126-A Tremont St., has 
sold out its store at auction, the Merchants 
Cooperative Bank now taking over the 
entire building in which the Reagan store 
was located. Future plans were indefinite. 
» Mrs. Rose Marshall, bookkeeeper with 
Travis-Farber Co., 909 Jewelers Building, 
is making plans with her husband for a 
cruise along the coast of Maine during 
July in their boat the Glabesnit, II. They 
are taking their two grandsons with them, 
and will make their headquarters at 
Peak Island. 

>» Ted Cayer, chief designer for Reed & 
Barton, Taunton, Mass., was featured at 
the new, enlarged Jordan-Marsh _ silver- 
ware center on May 2, showing samples 
of sterling silver and explaining the 
manufacturing processes involved in ster- 
ling flatware and sterling hollowware. 

> Day’s Jewelry Store, Portland Maine, 
recently purchased the store of Henri L. 
Dupre, Biddeford, Maine, and liquidated 
it: 

> Barron’s Jewelry Co., 677 Washington 
St., Boston, was sold out at auction on 
May 1. 

> Gustave Poisson, owner of Pendleton, 
Jeweler-Silversmith, 5 West Central St. 
Natick, Mass., moved around the corner 
to 1 Main St., on May 1, tripling his 
selling space, and _ installing all new 
fixtures. 
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> Mr. and Mrs. John J. O'Donnell and 
; of Winchendon, Mass., spent the 
Easter holidays in Washington, D. C. 

» Homer W. Abbott of Winchendon, Mass., 
and retired from busi- 
His son will continue the optical 


family, 


has sold his store 
ness. 
business. 

> Van Howes, of Jean P. Howes & Co., 
Keene, N. H., 81 years of age, flew to 
Washington, D. C., visit 
friends. 

» Bousquet’s Jewelry Shop, Worcester, 
Mass., has gone out of business. due to 
Il health of the owner, Sigmund Johnson, 
who recently suffered a heart attack. 

» Miss Constance Hutchins, secretary with 
the J. and S. S. DeYoung Co., 517 Wash- 
ington Building, has left that firm. 

» Miss Gertrude Curley, secretary, Harry 


over Easter to 


Parritz & Bros., Washington Bldg., re- 
ceived condolences on the loss of her 


father May 1. 

> Jacob Joftes, 907 Jewelers Building, has 
remodeled his place, installing new show 
cases. 

» Fred Allen of Claremont, N. H., has re- 
modeled his store. 

» Mr. and Mrs. Ward Amidon of Hanover, 
N. H., spent the month of March in 
Delray, Fla. 

» Park Jewelry Co., Pittsfield, Mass., has 
remodeled its store and added a line of 
china and glassware. 

> Mr. and Mrs. Clifford F. Atkins of 
Bennington, Vt., attended the wedding of 
their son, Charles, in Philadelphia on 
April 23. 

> Mr and Mrs. Harry Jolley of Jolley 
Jewelers, North Adams, Mass.. spent two 
weeks in Bermuda during April. 

> Arthur S. Kelley, treasurer, Norling & 
Bloom, 809 Washington Bldg., has been 
confined to the New England Deaconess 
Hospital for a few weeks. Mr. and Mrs. 
Cameron Burnap, of the same firm, have 
moved into their new home in Greenville 
N. H. 

> Mrs. Effie Nagle, bookkeeper with Harry 
Heller & Co., Washington Building, and 
for many years employed by other firms 
in the same building, was out ill recently 
for the first time in her life. 

> Harry A. 701 

Building, is two 
Florida. 

> Fred DeScenza, of Alfred F. DeScenza 
& Son, 609 Washington Bldg., is back on 
the jcb—on crutches—following his recent 
ski accident in New Hampshire. 

> Two men robbed the store of Renaud 
Guite, Waterville, Maine, of jewelry 
valued at $5,000 during the noonday rush 
on May 4. Mr. Guite was about to lock up 
for the usual Wednesday noon closing, 
when he was forced at gunpoint to enter 
the basement of the store. All the store 
clerks had left at the time. 

> David J. Jones, for 28 years with the 
George T. Springer store in Portland, 
Maine, and Mrs. Edesce Gandreau, with 
the firm for 25 years, both retired on 
May 1 and were presented with a purse 
ata dinner given by the firm. 

> Louis Lemay of Lemay Brothers, Man- 
chester, N. H., plans to open his Algonquin 


’ 


Sanders, 
back after 


Washington 
months in 
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Hotel at York Beach, Maine, on July 4. 
> Bruce formerly with Smith- 
Patterson Co., before entering the Armed 
Forces, is now a salesman of men’s gold 
jewelry with the Thomas Long Co. Robert 
W. Horne, former salesman in that depart- 
ment, passed away on March 29. He had 
been buyer of men’s jewelry, and had been 
with the store for the past 18 years. 

> Elliott Engstrom, partner in the firm of 
Mahar & Engstrom, 405-411 Jewelers 
Building, spent a week under observation 
at the Pratt Diagnostic Hospital early in 
May. 

> Gordon Brothers, 38 
Boston, recently 


Savage, 


Bromfield = St., 
map 
with 


displayed a_ large 
of the United States in its windows, 
ribbons leading from locations on the map 
to cards telling of the scores of stores they 
have liquidated during recent months. 

> Drinkwater Jewelers, St. Albans, Vt., 
have moved to a new and larger store at 
2 North Main St. 

» Eric Allain, of Allain’s, Sanford, Maine, 
plans to open a new store in the former 
location of Henry Dupre, in Biddeford, 
Maine. 

>» Alfred Mathieu, of Mathieu’s Jewelry 
Store, Kennebunk, Maine has purchased 
the building at 34 Main St., and has moved 
into the new and larger quarters, equip- 
ping it with new fixtures. 

> Spencer F. O'Leary, former Boston 
salesman for Waterman Pen Co., has been 
promoted to district manager, 
New England, northern New York State, 
and eastern Pennsylvania. 

> L. Jerome Eno has closed his store in 
Madison, Maine. 

> William Freeman has moved his store 
from Anson, Maine to Madison Maine. 


covering 


> Trustee’s sale in bankruptcy of the 
Jewelry Mart. North Attleboro, Mass., 
took place on May 12. 

> Fred Bird, for the past 30 years 


treasurer of the Massachusetts and Rhode 
Island Retail Jewelers Association, was 
recently made a_ life member of the 
Nehoidan Lodge, Knights of Pythias. He 
also was named treasurer of the Past 
Chancellors Club of K of P. 

> Mr. and Mrs. Ben Rosenberg and family, 
of Boston Findings Co., 503 Jewelers 
Building, spent a week in Atlantic City 
and New York the end of May. 

> Merrill D. Armstrong, jeweler of St. 
Albans, Vt., for many years, and well 
known in the trade in that state, died in 
April. 

} Nelson Dandridge, for 20 years with the 
Barry & Epstein Co., 400-401 Washington 
Building, died on April 30. 





Halpern Named President of 
24-K. Club of Western N. Y. 


Ben N. Halpern was elected president 
of the Jewelers’ 24 Karat Club of Western 
New York at a meeting in Hotel Buffalo, 
Buffalo, N. Y. 

Other new officers elected are: Vice 
president, Jack Goldstein; Treasurer, Mrs. 
Laura O’Grady; Corresponding Secretary, 
Leonard J. Priore; Recording Secretary, 
Dave S. Arnold. Maurice Fried is the 
outgoing president. 

















She shall have music... 


Wedding Bells ° 


b . => 
ty sme 


chime softly in gold or silver 


14K YELLOW GOLD 






The earrings $85.00 

The bracelet 60.00 

The charm 90.00 

STERLING 
SILVER 
The earrings $10.00 
The bracelet 4,50 
The charm 8.00 
plus 
10% Federal Tax 


At leading stores, or by mail from 
GUGLIELMO CINI, Inc. 
561 Boylston Si., Boston 16, Mass. 


Latest Cini original, inspired bridesmaids 
gift. Ad appears in June 9 issue, THE 
NEW YORKER. Initial order, sterling, 
3 pairs earrings, 3 bracelets, 3 bell charms, 
plus bell display stand, $34.50. Immediate 
shipment. Wire or write today. Guglielmo 
Cini, Inc., 561 Boylston St., Boston, Mass. 























Featuring Genuine 


BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 
WALTER S. ARNSTEIN 


1 W. 47th Sé. New York 36, N. Y. 
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Refinishing 


FREE: 
Refinishing if you scratch or mar 
Dial when fitting to movement! 


1 YEAR WRITTEN GUARANTEE 
ON ALL OUR WORK 














* 
WATCH DIAL CO. 


64 Nassau Street 
N. ¥. 38, N. Y. 
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INNER 


14 KT HEART 
GOLD MOVES 
AS A 

PENDULUM 


Set with Genuine Sapphires 
Reverse side set with Genuine Rubies 


BONNE JEWELRY MFRS. 


Creators of 
CHARMS e EARRINGS ¢ RINGS 


17 West 45 Street New York, N. Y. 
JUdson 2-9342 














ARISTO IMPORT CO., 
630 Fifth Ave 


Rockefeller Center New York 20, N. Y, 














LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 


1338-48 W. Somerset St., Phila. 
Write Dept.''K"' Ill'd Catalog 


Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Principal 
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> There is a new display of silverware at 
the store of Fred J. Cooper, Inc. Shelves 
under the clock on the rear wall of this 
store at 109 S. 13th St., have been replaced 
by shadow boxes especially designed to 
accommodate tea services, serving pieces, 
and other silver hollowware and flatware. 

> Personnel at Weissman’s Jewelers are 
reserving opinion on the new meters being 
installed in front of their store at 1501 W. 
Susquehanna Ave. Said one spokesman, 
“Some customers will avoid the area and 
some merchants who are accustomed to 
parking cars near their places of business 
will be inconvenienced. On the other hand, 
the neighborhood formerly had a lot of cars 
“dead” all day preventing customers from 
parking to shop. We haven’t too much ob- 
jection. We'll wait and see.” 

> By the time you read this, between 35 
and 40 members and guests shall have en- 
joyed the annual picnic of the Eastern Pa. 
Guild of the American Gem Society held 
just outside of Pottstown on May 22nd. 

>» Doubet’s of Chester, Pa., are bringing in 
the younger set—those teenagers who are 
on the threshold of the spending years— 
with ads promoting friendship rings, “‘ster]- 
ing—gold filled—solid gold from $1.25 to 
$10.00.” 

> Giftware and other merchandise have 
come out of hiding-in-storage at the George 
Bovard store. 6158 Ridge Ave. They are 
now on display on a series of glass-sup- 
ported-by-wrought-iron shelves and display 
fixtures which line one entire side wall and 
grace the center aisle. The additional dis- 
plays have stepped up sales and greatly 
enhanced the appearance of the store. 

> Germantown Week. starting May 8th. 
featured ceremonies dramatizing the color- 
ful history of this section of Philadelphia. 
There were such publicity gathering events 
as a Conestoga Wagon drawn by two Bel- 
gian horses bringing official greetings from 
Philadelphia’s Mayor Joseph S. Clark. Jr.: 
and historical old mansions opened to the 
public with hostesses in authentic gowns 
of the past. But of most interest to jew- 
elers were the merchandise angles. “Spe- 
cials” were displayed in windows. and ad- 
vertised in local papers bringing customers 
to Christian J. Van Den Bergh of 5817 
Germantown Ave. and other Germantown 
jewelers. The annual event, which received 
publicity in several newspaners. was spon- 
sored by 112 business. religious. welfare. 
educational and cultural organizations. 

> Austin Homer. president of J. E. Cald- 
well & Co. of Chestnut and Juniper Sts.. 
is now abroad on his annual buving tour 
of England and continental Eurone. 

> Mrs. M. C. Huberman of the Huberman 
store at 846 Cumberland St.. in Lebanon. 
Pa., passed awav April 30th after a brief 
illness. Mrs. Huberman was active in civil 
and social life in Lebanon and previously 
in Atlantic City, her former home. She 











def PHILADELPHIA | 


was one of the original suffragettes in At 
lantic City. She was a widow at the than 
of her death and is survived by her son 
Ralph Huberman, of Huberman’s hen 
stores in Philadelphia area. 

> “Something new all the time” js needed 
to bring in new business constantly, ac. 
cording to J. H. Myers of 3627 N. Broad 
St., Philadelphia. Latest, at this writing 
is the addition of Columbia adjustable 
mountings which have already attracted a 
lot of favorable comments and several 
sales. In keeping with his usual policy of 
promoting new additions, advertising jn 
local newspapers and window signs are jp. 
citing interest in the mountings. 

> Bud Ringold and his wife and children, 
who formerly lived in an apartment over 
the Ringold store at 4316 Germantown 
Ave., have moved to their new home at 
8622 Williams Ave. Changes in the Rin. 
gold store at 817 E. Allegheny Ave., in. 
clude replacing the paneled wood back. 
drops for the display windows to sliding 
glass partitions. 

> DeWolf Jewelers of 1 S. 8th St.. have 
added dinnerware to the jewelry merchan- 
dise. 

> Today. locally an insert in The Philadel. 
phia Inquirer. advanced interest in jeweled 
items with the publication of an illustrated 
feature showing jeweled household _ items 
on Sunday. May 8th. 

> Myer B. Barr, who recently returned 
from a six weeks’ trip to Europe. reports 
that while there he left diamonds in Israel 
to be cut for Barr’s seven stores in this 
area, he visited jewelry shops in Istanbul 
and other countries and bought watches 
in Switzerland. 

}» Pinkstone’s have discovered, by experi- 
menting and by questioning, that local 
newspapers do not have sufficient appeal 
to their concentrated potential market to 
justify extensive advertising in them. Ac: 
cordingly, they are putting advertising dol- 
lars into direct-mail and window displays. 
Pinkstone’s store is at 140 S, 52nd St. 

> Mr. and Mrs. Frank Jaskiewicz of 2701 
E. Allegheny Ave. will soon open a new 
and more compact store at a new address. 
The store bearing the name 2701 went out 
of business about a year ago. 

> The third annual prize package <ale held 
bv Bo Mont Jewelers of 616 Federal St. 
in Camden. N. J.. resulted in the sale of 
almost 1000 one dollar packages on May 
6th and 7th. Advertised in the Camden 
Courier newspaper and with a window dis 
plav. this event is always a popular one. 
> DeMaria Jewelers of 112 S. Easton Road. 
Glenside. Pa.. have completed an extensive 
remodeling. Outside. the strikingly modern 
and beautiful paneled Philinpine mahog: 
any front has a concave outline which in- 
vite; entering. Inside, the brass and 
wrought iron and other gift items have 
been separated from the silverware depatt- 
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ment into a new gift room with a back- 
ground of chartreuse and deep green to 
chow them off. ; 

> In the windows of the John D. Enright 
store at 117 S. 13th St., window shop- 
pers find new ring and other settings. Be- 
cause Mrs. Enright knows that women are 
constantly shopping for “something dif- 
ferent,” a unique setting or reset jewelry 
is in the window almost every day. 

» Mr. and Mrs. Benjamin Toll of Toll’s 
Jewelers, 1421 W. Susquehanna Ave., 
Phila., have returned from a vacation at 
Concord, N. Y. 

» A & J Jewelers of 203 Davisville Road 
in Willow Grove, Penna., have found the 
secret of attracting youngsters by promot- 
ing watchbands. This store now carries a 
very large selection of good but inexpen- 
sive watchbands which are advertised in 
the local newspaper and occasionally dis- 
played in the window. But the best ad- 
vertising is the assortment of teenage buy- 
ers who show off their new possessions to 
their classmates. Personnel at A & J know 
these eager youngsters are almost sure to 
return for engagement rings and all that 
follows in the near future. 

) Mr. and Mrs. Thomas Rafter, owners of 
the R. S. Milner & Son stores at 6434 
Woodland Ave. and 1319 Point Breeze Ave. 
in Philadelphia, left Thursday, May 12th, 
for a vacation of three weeks or more in 
Mexico. This will be their first vacation 
in three years. 

» Bailey, Banks & Biddle are sponsoring 
an ad in local newspapers which is intrigu- 
ing newly engaged girls of every income 
bracket. Copy reads: “Her engagement 
ring! The most cherished jewel in her life- 
time. For the girl who will treasure a dia- 
mond that is unique and distinctive in cut- 
ting, we suggest this engagement ring”. . . 
(details of ring illustrated). The ring il- 
lustrated is priced and a line of copy re- 
tains the interest of those to whom this 
price does not appeal: “Other engagement 
tings begin at $150.” 

> Jack Enright of Enright’s Inc.. 3074 Ken- 
sington Ave., has informed us that a repre- 
sentative of the Sunbeam Corp. conducted 
a successful Sunbeam free clinic one Fri- 
day and Saturday in April and will return 
to sell Sunbeam shavers three weeks before 
Father’s Day. 

> H. Palat’s & Sons find increasing display 
opportunities in the new, modern, air con- 
ditioned store which was rebuilt after the 
explosion which destroyed the store at 2112 
8. 7th St.. February 1954. 

> Waxman’s of 4091 Lancaster Ave. are 
cooperating with the local Business Men’s 
Association in endeavors to create neigh- 
borhood interest. One recent result was a 
drawing with prizes including an electric 
refrigerator for which contestants qualified 
bv earning one ticket for each 50¢ pur- 
chase. The April 15th drawing was so 
popular that a new and quite similar con- 
test will be held with plans now being 
detailed. 
) The Eastern Pa. Guild of the American 
Gem Society is now holding some meet- 
ings outside of the city limits to accommo- 
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date the many out of town members and 
interest those whose activities are usually 
confined in-town. Two meetings have been 
held in Reading, Pa., and other places 
have been nominated under the new plan 
but no final vote has been passed on them. 


Boston Jewelers Bowling League 
Holds 32nd Annual Banquet 


Members and guests of the 10 teams 
comprising the Boston Jewelers Bowling 
League gathered for their 32nd annual 
banquet at the Brunswick, Copley Square, 
Boston, on May 7. Frederick Bertram, 
president, presided, and following the 
dinner prizes were awarded to winning 
teams and to individual high scorers. 

The A. Stowell & Company team won top 
place, with a pinfall of 37,748, followed 
closely by the Mahar & Engstrom team 
with a pinfall of 37,407. Two other teams 
crowded the leaders—Shreve, Crump & 
Low and E. H. Saxton also being well 
above 37.000 in pinfalls. 





Members of the A. Stowell & Co. team, 
top place winners in the Boston Jewelers 
Bowling League, pose here with Frederick 


Bertram (center) holding the Gorham 
trophy which the team won. Left to right, 
top: John Black, Paul Hannigan and Pat- 
rick Marino. Center: Morris Pearl, Mr. 
Bertram, and Marty Walsh. Bottom: Frank 
Stockinger and James Leeman. 


Morris Pearl of the A. Stowell team was 
the high individual scorer, with a_ total 
of 98 30-81. “Scotty” Bain had the high 
individual three-string total with a score 
of 333. 

Many fine prizes had been donated, in 
addition to the usual silver bowl trophy 
awarded to the winning team. Following 
the distribution of prizes, a fine program 
of entertainment was presented. 


Gordon's Little Rock Store 
Moves to New Location 


Gordon’s Quality Jewelers, which has 
operated a store at 613 Main St., Little 
Rock, Ark., since 1950, formally opened 
a new store at 219 Main St. in North Little 
Rock, April 28. 

Thomas W. Smith, formerly assistant 
manager of the Little Rock store, is man- 
ager of the new store. 





minox II-S, satin chrome with chain 
and leather case 

minox II-S, gold plated with chain 
and alligator case 


for complete information and 
11 jeweler's package, write Dept 


KLING Photo Corp. 


235 Fourth Ave., New York 3, N. Y 



























zMORE AND MORE 


people are asking for 
the Original Mustard 
Seed Remembrancer! 

Write for Catalog No. 21 


THE FLINTS © 210 W. 8th © Kansas City 5, Me. 
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c Basal Pearls 


KIBITZ AND COMPANY. 


IMPORTERS 


545 FIFTH AVE. NEW YORK 17, N. Y. 
MUrray Hill 2-3432 

















' DIAMOND 
@ SETTING | 


Twenty years experience on 
gold & platinum settings 


Quality & service is being 
renderec to several 
leading jewelry 
| manufacturing 
concerns 





Ref. on request 


56 W. 45 St. 
N.Y. 36, N.Y. 
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Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 
used, 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JULIUS GOODMAN & SON 


Memphis Jewelers Since 1862 


113 MADISON AVENUE 
MEMPHIS, TENNESSEE 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Sliverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney Nationa! Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 











ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY © 


5 HOPKINS PLACE, BALTIMORE, MD. 











REPAIR SERVICE TO THE TRADE 


for all modern and antique WATCHES, CLOCKS, 
JEWELRY, CAMERAS, BINOCULARS, Etc. 


FAST - DEPENDABLE - INEXPENSIVE 
Request Trade Price List & Free Shipping Labels. 
ONE TRIAL WILL CONVINCE YOU 
MODERN TECHNICAL SUPPLY CO. 
Dept. 6JCK, 55 West 42nd St., New York 36, N. Y. 
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Rubin Succeeds Seghers as 
President of Miami RJA 

S. Rubin (Original Rubin’s) 
was named president of the Greater Miami 
Retail Jewelers Association at its fourth 


Edward 


annual election. He succeeds Carroll 
Seghers (Carroll’s Jewelers) who was 


elected chairman of the board of directors. 

Other officers elected were: Gordon E. 
Smith (Little River Jewelry Co.), vice 
president; Wm. Boatner, vice president, 
Sol Schulson (Rogers Jewelers), secretary. 
and Irving Getzug (Mayor’s Jewelers). 


treasurer, 


EDWARD S. 
RUBIN 


Elected 
President 
of Greater 

Miami Retail 

Jewelers 

Association 





Named as directors were: Julian New- 
bauer, Fred Slater, Herman Rubin, Joe 
Bernstein, Jack Schneer, Will Loewenburg 
and Hugh Garner. 

Mr. Rubin, the newly-elected president, 
has been a resident of Miami for 31 years. 
He is currently treasurer of the Florida 
State Retail Jewelers Association, and a 
director of the Retail Merchandise Divi- 
sion of the Miami Chamber of Commerce. 

The Greater Miami RJA is an organiza- 
tion of 40 retail jewelers whose main pur- 
pose is to maintain high ethical standards 
and fair prices. 


Prominent Southern Jeweler 
Completes Tour of Europe 





Phillip Barr (right), president of Barr Bros., 
jewelers of Norfolk, Va., selects diamonds 
at an Antwerp factory for the firm's twelve 
stores in Virginia and North Carolina. Mr. 
Barr returned from his extensive European 
tour last month. While in Europe he visited 
Paris, Antwerp, Brussels, Nice, Rome, Flor- 
ence, Venice, Lucerne, Weisbaden, Amster- 
dam and London. 
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» THE SOUTH 


Washington Merchants Lure 
Shoppers With Free Parking 


Downtown merchants across the country 
are watching an experiment now being 
conducted in Washington D. C. by den. 
chants who are combining with the 
parking lot operators to provide 
free parking for shoppers. 

The plan, operated by Downtown Park 
and Shop, Inc., has over 200 merchants 
and 84 parking facility operators partici. 
pating, and hopes to get more members. 
Merchants are issued parking stamps to 
be attached to parking checks of their 
customers to cover the first hour’s parking 
fees. There is nothing to prevent cus. 
tomers from moving their cars from lot 
to lot each hour and parking free all day 
as long as they shop. 

Some parking lot operators are cutting 
their rates by as much as one-third to 
cooperate in the experiment, but hope to 
get an increase in business to offset the 
lower rate as the plan gets under full 
force. 

Purpose 


City’s 
one hour 


of the merchant-parking lot 
cooperation is to lure shoppers downtown 
and away from suburban shopping areas, 
most of boast extensive parking 
facilities, free or at nominal cost. 

Members of the pay 
week for each place of business, and in- 
clude retail stores, restaurants, night clubs, 
theatres, doctors, dentists, lawyers and 
other professionals, and financial institu- 
tions, 


which 


association $5 a 


The parking stamps cost members $3 
a hundred. 
the dues will be used for year-around pro- 


Proceeds of the stamps and 


motion in newspapers, radio and television. 


Arkansas RJA Elects 
Stanley as President 


The Arkansas Retail Jewelers Associa- 
tion held a one-day convention on May | 
at the Hotel Marion in Little Rock. 

Harold L. Stanley, Little Rock, was 
elected president. Other new officers 
elected are Charles S. Sheppard, Russell- 
ville, vice president, and Henry Rainwater, 
Walnut Ridge, secretary-treasurer. 


‘ 


Stifft Jewelers of Little Rock 
Observe 75th Anniversary 


The Charles S. Stifft Co., jewelers of 
Little Rock, Ark., is celebrating its 7oth 
year in the jewelry business. However, the 
company is actually 108 years old, having 
started as a jewelry factory. 

In 1847 Michael Stifft ‘established a 
jewelry manufacturing business. Later he 
took his son Charles S. Stifft into the busi- 
ness. In 1880 the firm made its first real 
start in the retail business when Charles 
Stifft opened a store at 122 Main St., Little 
Rock. 
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KIRK DIAL MOVES TO NEW DALLAS LOCATION 





Riad Cassese oo 


Shown here is the architect's drawing of the Kirk Building in Dallas, Texas, the new home of 





So 


Kirk Dial, one of the leaders in the dial refinishing industry. The company's offices and shops 
occupy the third floor of this building. 


Kirk Dial, known for over 25 years as 
one of the leaders ‘in the dial refinishing 
industry, has completed moving its office 
and shops into the new Kirk Building, 
located at 4403 N. Central Expressway, 
Dallas. Texas, where it now occupies the 
third floor, At their new plant, Kirk Dial 
also has an impressive layout and _ spe- 
cially designed facilities for watch crystals 
fitting and repairing of expansion bands 
and cigarette lighters. 

“The move regrettably slowed the tempo 
of our operation for some time, but the 
patience of our many good customers dur- 
ing this period will be rewarded now with 
fast one to three day service,” Kenneth B. 
Kirk, head of the company, promised. 

Managed by Ruth Finley. a skilled tech- 
nician in her own right, the Dallas com- 


The company branched into the mail 
order business and its territory covered 
the Southwest and Midwest. Following the 
death of Charles Stifft, his son Perry W. 
Stifft became head of the company and 
occupied the position until his death in 
1939. In 1940 Max M. Moses, the present 
owner, purchased an interest in the busi- 
ness. In 1948 the owner built a new store 
at 511 Main St. 


——_—__» 


U. S. to Release Copper 
(From page 127) 


per originally reserved for delivery to the 
national defense stockpiles. 
took similar actions in the first two quar- 
ters of this year and the final quarter of 
1954. Prior to the latest release, some 
25,500 tons of the red metal had been re- 
leased to industry by the government from 


Government 


its orders this year. 

In addition, ODM is expected to make 
an additional two million pound of nickel 
available to industry in June from. stock- 
pile orders. This would mean three mil- 
lion pound of the metal would be released 
in June, and a total of seven million pound 
to industry from February through June. 
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pany serves a six-state area—Texas, New 
Mexico, Oklahoma, Arkansas, Louisiana 
and Mississippi. The firm’s 40 employees 
serve as an extension of a jeweler’s own 
staff, enabling him to expand his service. 


Mr. Kirk opened the Dallas office and 
plant in 1929. Constant advertising, con- 
tinued improvements in refinishing proc- 
esses, and a never ending effort to please 
customers have caused the company to 
grow at a remarkable pace, until Kirk 
Dial today has offices all over the U. S. 
and Canada. 








ENGRAVE 


YOUR OWN JEWELRY 
IN STORE—SHOP— FACTORY 





No 
to * Motor 
Use 

al Model 
for engraving CNP 


Stainless steel, 
gold, silver and 
other metals 


FOR 2 or 3 DIMENSIONAL 
ENGRAVING AND DIE CUTTING 
ON A WIDE RANGE OF 

JEWELRY WORK | 


The 3D-5 Panto Engraver: 





Cuts medallion, ring 
and jewelry dies, steel 
stamps or any bas-re- 
lief design as well as 
lettering, name plates, 
trophies, signs, etc. 





A Full Line Of Engraving 


Equipment and Accessories 
TRADE MAK» 





Write for illustrated 
PA Te literature and indicate 
work you wish to do. 











H. P. PREIS ENGRAVING MACHINE CO. 





657 U. S. Highway 22 Hillside, N. J. 





101 Fifth Ave. 
New York 3, N. Y. 








HENRY COEHLER CO., INC. 


™ NEW HECO 
400 DAY 
LANTERN CLOCK 


with spring wound 
movement; has 
attractive silverdial 
with raised gilt 
modern Figures. 
Unbreakable 
Plexiglass 
on 4 sides of brass 
case has engraved 
design. Handle on 
base of new safety 
lock releases and 
starts preassembled 
pendulum. 


To retail at $29.95. 


Ask for new complete 
1955 Catalog and 
price list. 


1524 Merchandise Mart 
Chicago, Illinois 
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Want 
quality at 
a SAVINGS? 





S 
> 












































then buy 


-~  @ QUALITY 
for © FINE WORKMANSHIP 
e BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 











HEADQUARTERS | 
for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 





SESSIONS WATERMAN EVANS 
SEMCA GeMco SCHICK 

le) 
TELECHRON HAYWARD WESTINGHOUSE 
INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 
ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly ® Ask for Yours Today 


JOSEPH HAGN COMPANY | 


Wholesalers Since 1911 
325 West Madison Street, Chicago 6, 





Illinois 





3 oe 


Jack T. Goldman & Co. 


29 East Madison Street, Chicago 2, Illinois 
FOR THE LARGEST ASSORTMENT OF 


14K Diamond Earrings & Scarf Pins 


PRICES FROM $15.00 TO $300.00 


Our large stock of earring and 
scarf pin mountings also is 
available to rated jewelers. 


We Welcome Memo Requests 








WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














Caleh Case Ripaiing ff 


Our work costs no more 
than ordinary work @ 
BECKER-HECKMAN COMPANY 


29 East Madison Street, Chicago 3, Illinois 
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> The Chicago Jewelers Association was 
scheduled to meet May 19 at the Palmer 
House at which time officers and directors 
would be chosen for the ensuing year. The 
meeting was to be followed by a cocktail 
hour and dinner during which a program 
of fine entertainment was to be presented. 
The annual CJA golf outing, for members 
and guests, will be held on July 14 at the 
Elmhurst Country Club, and a large turn- 
out is expected. The social activities 
committee reports that a number of 
valuable prizes has been assembled, and 
promised a wonderful time to all who 
attend. 

> Emil Braude & Sons, 
Ave., have approved the 


538 S. Wabash 


plans and the 


construction crew is ready to start en- 
larging and remodeling the company’s 
showroom. Included in the improvement, 


which is expected to be completed by the 
middle of June, is a new type of visible 
displays utilizing peg boards and special 
spot lights. Art Baker, the company’s 
Chicago representative, is back from a 
whirlwind one-week trip through Iowa, 
calling on the trade. having made more 
stops than he ever thought possible in so 
short a time. 

> Mr. & Mrs. G. H. Matson, Matson’s Inc., 
are back from their recent visit with their 
son Howard Matson, Jr. who is serving 
with the armed forces at the Schofield 
Barracks in Hawaii. During their month's 
sojourn they enjoyed many 
trips around the various islands comprising 


sightseeing 


the Hawaiian group. and had the added 
thrill of witnessing the eruption of an 


active volcano. Before returning to Chicago 
they visited with friends on the West 
Coast. 

> Rudolph 


passed away on 


Haefliger, 68, of Evanston, 
April 20 in his 
Until he last year, he operated a 
jewelry manufacturing company at 209 
S. State St. His widow. Arlene, survives. 
> William Hurlbutt, The Napier Co., 36 S. 


home. 
retired 


State St.. has returned from a three-week 
business tour through North and South 


Dakota, Minnesota, Wisconsin and Jowa. 
Results from this trip set a Chicago office 
record for new accounts opened. Bill 
disclaims the glory for this achievement, 
declaring the record was due in great 
measure to two factors in the company’s 
merchandising policy: the increased use of 
television advertising, and the _ recently 
announced Napier 80th Anniversary Proj- 
ect. Under this plan, in observance of its 
80th year in business, the company has 
made a 10-year assignment of 10 per cent 
of the gross from the sale of its “fan” 
jewelry to be appropriated for the 
Children’s Memorial Cancer Fund. 

>» The 85-year-old firm of Swartchild & 
Co., Inc., after 48 years in the Heyworth 
Bldg., have moved and are now comfortably 
settled in their new quarters on the 9th 
floor of the State-Madison Bldg. at 22 W. 


Madison St. Considerably more space, 
greater convenience, and added attractive. 
ness have been gained by the change jn 
location. Justly proud of its new home. 
the company invites all its many friends 
customers, and members of the 
industry to visit its Chicago office. 
> Mr. & Mrs. Fred Parsons, Zenith Radio 
Distributing Corp., 912 W. Washington 
St., have reluctantly returned from a three. 
week vacation in St. Petersburg, Fla. 
They brought back many memories of time 
pleasantly spent, fishing, boating, and 
just plain loafing while soaking up a good 
yortion of Florida’s famed sunshine. 

> Emil Noel, wholesale jeweler for 49 
years in the Heyworth Bldg., has given up 
his office and will continue to do business 


jewelry 


from his residence at 7143 Yates Ave. in 
Chicago. Mr. Noel feels that his 49 
vears in the business have earned him the 
privilege of taking things a little easier 


and devoting some of his time to fishing 

and hunting. 

> Robert Scheffres, Bob Scheffres Co.. Inc., 

29 E. Madison St., can well be proud of 

his 16 year old daughter Harriet. Out of 

900 student applicants to the five-week 

special journalism course conducted by 

Northwestern University, Harriet was one 

of the group of 90 selected to be admitted 

to the sessions. 

> Ernest Burg, Heyworth Bldg. importer, 

recently returned from a five-week buying 
trip through Europe. Thanks to the marvels 
of modern air travel, Mr. Burg was able to 
visit seven countries, and reports the addi- 
tion of many new and interesting items to 
his line of unusual costume jewelry. 

> Rudolph L. Vokal, 68, died of a heart 
attack on April 23. Mr Vokal, for 34 
years an optometrist and jeweler at 1218 
S. Pulaski Road, recently retired. He is 
survived by two sisters and a brother. 

> Clarence Olsen, Olsen & Ebann Jewelry 
Co., 209 S. State St., who has long been 
prominent in the activities of retail 
jewelers. is adding new laurels to his many 
accomplishments. Now it’s deep sea fish- 
ing. Mr. Olsen and a group of his fishing 
cronies recently spent ten days deep sea 
fishing off the Keys of Florida with 
sail-fish, tarpon and shark weighing from 
70 to 120 pounds each as their catch. 
According to the report, Clarence did quite 
well, with four of the big ones in his haul. 
> Mr & Mrs. Arthur Olsen sailed for 
Europe on May 11. They plan to devote 
two months to a tour of the continent. 

> A. Hirsch & Co., 29 E. Madison St. 
announces the retirement of Roy 0. 
Stewart, who has represented the company 
in Michigan for the past 10 vears. Mr. 
Stewart and his family plan to make their 
future home in Florida and enjoy a well- 
earned rest. 

> Gus Weinfeld. who retired from the firm 
of Drach & Weinfeld Co., 29 E. Madison 


St.. and is now living in Miami, Fla.. is 
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from a severe heart attack 
that recently pul him on the critical list. 
During his more than 60 years in the 
industry Gus made many friends in the 
trade, all of whom have been wishing him 
well and who will be pleased to hear of 


recov ering 


his recovery. ae 

» The Illinois Watchmakers Association 
and the National Association of Watch & 
Clock Collectors held their regular monthly 
joint meeting on April 19 at the Blue Note. 
After the usual dinner that precedes their 
meetings, an interesting discussion on “The 
Waterproof Watch” took place during 
which many of the problems, tests, and 
headaches of the watchmaker were ex- 


plored. 


Restricted Sales Policy 
Adopted by Du-Wal, Inc. 


In order to guarantee discount-free dis- 


tribution of its products, Du-Wal, Inc., 
River Grove, Ill, has instituted a tight 
distributor agreement—termed an “insur- 


ance policy” for distributors and dealers. 

The new company is anxious to keep 
its new electric skillet, griddle and sauce 
pan out of the hands of discounters. In 
order to do this, Du-Wal executives, who 
Dulane, 


were formerly the top brass of 


Inc. manufacturers of the — original 


“Frvryvte”  deep-fryer, have gnaranteed 
distributors an exclusive area. 

In return, distributors 
trans-ship Du-Wal products. and to main- 
tain company-set prices to dealers. 
Du-Wal plan, a distributor 
may undertake to service the entire dis- 
tributing area or that portion which he is 
Du-Wal distributors 
are required to maintain a 90-day inventory 
supply to assure dealers prompt deliveries 
at all times. 

The company will not appoint additional 
distributors in any marketing area unless 
the incumbent distributor feels he cannot 
or does not handle all categories of trade, 
company officials said. Should a market 
situation necessitate mutiple distributors. 
all appointments will be made with the full 
knowledge of all parties concerned. 


agree not to 
Under the 


best able to cover. 


C. Kofmehl of Duncan, Okla., 
Marks 50th Year ‘At the Bench’ 


Charles F. Kofmehl, partner in Kofmehl 
Jewelers of Duncan, Okla., marked his 50th 
year “at the bench” in mid-April. 

It was just 50 years ago that Mr. Kof- 
mehl started as a watchmaker in Solothurn, 
Switzerland. a town of 7000. He was 14 
years old when he finished high school. 

Mr. Kofmehl traveled to other countries, 
Austria and Spain among them, to serve 
his one-year apprenticeship “at the bench” 
beside an older and experienced watch- 
maker. 

Mr. Kofmehl and his wife came to this 
country in 1920 in order to escape the bad 


economic conditions which existed in 
Europe after World War I. The Gruen 
Watch Co. hired 60 Swiss watchmakers 


that year, and Mr. Kofmehl was among 
them, 
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He liked his work, but he felt he could 
be happier in some other city. A classified 
ad, “Swiss watchmaker wants job,” breught 
27 replies. Mr. Kofmehl and _ his 
studied them all. 

“We decided to throw away 26 of them 
and answer whichever one was left,” he 
said. It turned out to be the one in Terre 
Haute, Ind., so the Kofmehls moved there 
and were happily situated for years. 

World War Il came along and their son, 
Hugh, served five years in the American 
(\rmy. When Hugh decided to open a 
jewelry store in Duncan, Okla—he was 
stationed at Fort Sill during part of his 
training period—he asked his 
come along. 

That was nine years ago. When he ob- 
served his 50th year as a watchmaker on 
April 16, Mr. Kofmehl remarked that he 
was glad he came to this country. and that 
he wouldn’t live anywhere else. 


wife 


father to 


New Seth Thomas Clock Carton 
Wins Award in Box Competition 


The Folding Paper Box Association of 


(America selected the new Seth Thomas 
electric clock carton as an outstanding 


example of progressive packaging at its 
annual folding carton competition. 





The carton was designed and manufac- 
tured for Seth Thomas by the Boston divi- 


sion of the Container Corporation of 
America. Shown above are James Fulton 
and Arthur Godfrey (at right) of Con- 
tainer presenting the merit award to Bob 
Carman, clock sales manager, and Frank 
Straw of the sales promotion department 
of Seth Thomas. 


imports of German Cameras 
Show Drop of 37% for "54 


The United States continued to be Ger- 
many’s best foreign market for still picture 
cameras in 1954, but shipments to this 
country declined a substantial 37 per cent 
in quantity and 43 per cent in value from 
the previous year. 

New statistics of the U. S. Commerce 
Department show imports of 310,411 cam- 
eras valued at about $8 million. The value 
of cameras listed as imported to this 
country for technical and scientific rea- 
sons, however, increased 187 per cent dur- 
ing the year, although the number declined. 

Total German camera production hit a 
new high during the year, with more con- 
centration on cheaper types of units. Fig- 
ures also show that exports of U. S.-made 
still cameras last year rose about 10 per 
cent. 
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Speuker at Jewelers Meeting 
Discusses Outlook for Trade 


The Jewelers Association of Greater Chi- 
cago held its regular dinner-meeting at the 
Standard Club on May 11, featured by an 
outstanding guest speaker on the program. 

Talking on “The Shape of Things to 
Come,” Dr. Robert G. Seymour, director 
of the Bureau of Business Management of 
the University of Illinois, discussed the 
cutlook of the jewelry industry for the next 
five years. Without mincing words, he esti- 
mated the potentialities and analyzed the 
liabilities of the retail jewelry industry, ex- 
posing its weaknesses and outlining its re- 
sponsibilities. 

During the regular business session, all 
the current officers were renominated to 
retain their posts for the coming year. 
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TREATED 
DIAMONDS 


in beautiful green and 
golden colors of high bril- 
In various sizes at 
Write, 
wire or phone for further 
details. 

THEODORE MOED 


An Original Distributor 
10 West 47th St. 
New York 36, N. Y. 
JU 2-1994 


liance. 
attractive prices. 











WATCHWORK—STONE SETTING 


JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 

Dept. C Peoria, Ill. 
Students may enroll at any time of the yee" 














EMCO SILVERCASE 


lined with tarnish-preventive Pacifie Silver Cloth. 
Retails at oniy $3.95. Holds 56 pes flatware. Ex- 
cellent for starter sets. 


EUREKA MFG. CO., INC., Taunton, Mass. 


Makers of rolls, bags, cases and chests for silverware 
sinee 1926. Write for deseriptive leaflets and price list. 
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THE MARK OF FINEST QUALITY 


Will Ecker’s Genuine Engraved 
Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


Since 1913, the finest that can be made 
and sold by leading jewelers from coast 
to coast. Distinctive order-taling sample 
book furnished to jewelers whocan qualify 
in cities where a dealership is vacant. 
Write today if you sell fine merchandise. 


WILL ECKER & CO, 
414 N. TWELFTH BLVD. 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI . DALLAS 

















Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
325 E. Central Parkway, Cincinnati, Ohle 














RUSH TO Edwini 
Ine, 
aa Prove for yourself how our jewelry 
_ a show card window service can help 
you make more sales! Ask for 30 
DAY FREE TRIAL. Phone, write or 
wire TODAY — 


Ph - 
Watkins 4.6422 PURIST ER at RTT ae 








You Can Buy With Confidence From 


HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 

31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 

54 years of SERVICE PLUS 
Write for our new 1955 Catalogue 
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| » The good volume of spring business re- 


ported by local wholesalers and manufac- 
turers indicates that sales of graduation 


' and wedding gifts through retail outlets 


| ord high volume this year. 


in the midwest and south will be at a rec- 
With ample 


| funds available, customers were reported 
| to be purchasing more expensive gifts, 


with diamonds, watches and flatware being 


| in most demand. 


> Sales representatives Oren E. Hohneck, 
George L. Mason and William McGreevy 
of the Kaufman-Kassel Co., manufacturers 
at 434 Elm St., started their fall selling 
trips in late May, and Jule Kassel. partner 
in the firm. was in the east on a selling 
trip. A. F. Gebhardt, salesman for Faigle 
Brothers, manufacturers at 12 E. Sixth 
St., and John Schira, Jr., of Schira Broth- 
ers, manufacturers at 434 Elm St., were 
on selling trips during May: while sales- 
men Al Wehry, William Jacobs. Peter 
Andres and Norbert Meehan of the D. 
Jacobs Sons. Co., wholesalers at 325 E. 
Central Parkway. returned in mid-May 
from successful selling trips through their 
respective territories. 

> Recent vacationers have included Julius 
D. Jacobs, Jr.. of D. Jacobs (Gou 
wholesalers, who was in Florida with his 
wife during May; Alvin Miller, production 
manager for Chic Leather Goods Mfg. Co. 
at 817 Main St.. with his wife at Miami 
Beach, Fla.; Melville Granby. Chic gen- 
eral manager, who spent several weeks with 
his wife in the Virgin Islands; Ed Karg, 
credit manager for the Gerwe Brown Co.. 
wholesalers at 817 Main St., who spent 
three weeks in May at Daytona Beach, 
Fla.. with his wife and father, and Herbert 
Lochrlein, a printer for the E. & J. Swigart 
Co., jewelers’ supplies at 34 W. Sixth St., 
at Miami Beach. 

> Among retailers in this area who at- 
tended the opening game of the current 
baseball season at Crosley Field were Wil- 


Sons 


liam Toensmeyer, diamond salesman for 
the Frank Herschede Co.: Charles L. Ur- 
metz, Robert Krombholtz, Anthony Lamp- 
ing, George Kleier, Anthony Hug. Herbert 
Schwartz and Harley Britton, all of this 
city: James Goode and Elmer T. Herzog 
of Covington, Ky.; Albert Levison. New- 
port, Ky., and S. L. Hanks and Buddy 
Buchtold, Norwood, O. 

>» Charles Braun, vice president and gen- 
eral manager of E. & J. Swigart Co.. jew- 
elers’ supplies. and Walter Miller. sales 
manager for Chic Leather Goods Mfe. Co.. 
attended the annual 
Watch Material Distributors Association of 
America on May 29-31 in San Francisco. 
Calif. Mr. Miller also vacationed with his 
wife and visited with several of the firm’s 
sales representatives while in the west. 


convention of the 


>» Business trips were made recently by 
Herman Schenker. president of the West- 
ern Tray & Case Co.. jewelers’ supplies at 
427 Plum St.. to Houston, Texas: Jule 








Kassel of the Kaufman-Kassel Co., manu. 
facturers, to Chicago, and R. J. Press: 
meyer, treasurer of Klein Brothers, whole. 
salers at 626 Vine St., to New York and 
Providence, R. I. 

» Mrs. Crescentia Zumbahlen, 65, who re- 
tired last January after 12 years as a sales 
clerk for the Frank Herschede Co., retail. 
ers, died April 28. Survivors are a daugh- 
ter, sister, brother and two grandchildren, 
> W. M. Wochos has been appointed plant 
manager, and Adolph C. 
watch case division superintendent, at the 
Wadsworth Division plant of the Elgin 
National Watch Co. in suburban Dayton, 
Ky. 

>» Carrie Mae Petrie celebrated the 40th 
anniversary of her association with D. 
Jacobs Sons Co., wholesalers, on May 27, 
She has been head of the firm’s diamond 
department for a number of years. 

> Recent business visitors here have in- 
cluded Sam Neumann and his son, Wal- 
lace, and Harry Hart, diamond salesmen 
of New York City. and George Kissick 
of the H. F. Barrows Co., Inc., North At- 
tleboro, Mass. 

b Mrs. Robert Faigle, wife of Robert 
Faigle of Faigle Brothers, manufacturers 
at 12 E. Sixth St.. was convalescing satis- 
factorily following major surgery. 

> Cherrington L. Fisher, vice president of 
the Harry Greenwold, Wallenstein-Mayer 
Co., wholesalers at 31 E. Fourth St., re- 
turned recently from an enjoyable two- 
months Mediterranean cruise. 

> A light fingered thief lifted seven dia- 
mond rings, valued at more than $1,000, 


Buhrow is now 


from a tray in a display case in a local 
retail store of Getz Jewelers. 

t Alvin Youkilis, owner of a retail store 
at 3049 Madison Road, is opening a sec- 
ond store at Fifth and Elm Streets in the 
downtown area in mid-June. 

> The Edward F. Kaelin retail store, for 
58 years a retail jewelry landmark at 1823 
Vine St., has and the stock 
sold. 

» Victor Youkilis of the Victor Corp., 205 
E. Sixth St., has purchased a new home 
in the swank Amberly Village suburb. 

> Jack Heib is a new salesman in the local 
and northern Kentucky Klein 
Brothers, wholesalers at 626 Vine St. 

> Frank Schneider of the Gruen Watch 
Co. has been elected treasurer of the Fore- 
men’s Club of Greater Cincinnati. 


heen closed 


areas for 


Pinsker's Change Store Name, 
Move to New Middletown Site 


In addition to acquiring new quarters 
last month, Pinsker’s Jewelry Store of 
Middletown, Conn., also acquired a new 
name. 

The firm, formerly at 
moved last month to new and 
quarters at 312 Main St. Gala ceremonies 
on May 20 and 21 marked the formal 


230 Main St. 


modern 
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CLUB HOLDS 10TH DINNER-DANCE | 
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Between courses at the annual banquet of the Diamond Peacock Club, members and their 
guests dance to the music of Sammy Eisen and his orchestra. 


Some 300 couples, including members 
and guests, attended the 10th anniversary 
dinner-dance of the Diamond Peacock 
Club at the Hotel Somerset, Boston, on 
April 30. Each couple took home a 
beautiful four-piece Poole Silver Co. coffee 
serving ensemble in the Paul Revere 
design—-coffee server, creamer, sugar bowl, 
and tray—a souvenir enthusiastically re- 
ceived by all those present. Presentation 
speech was by Arthur Wright, president 
of the club. who said that while it had 
been hoped that each guest-couple might 
receive a gold-plated car, as recently dis- 
played during General Motors Motorama, 
the gift committee had chosen the coffee 
serving set. This gift up to the announce- 
ment, had been concealed back of the 
head table by a huge floral arrangement 
in the shape of the club emblem, the Pea- 
cock. 

Head table guests, in addition to presi- 
dent and Mrs. Arthur Wright, included, 
Mr. and Mrs, James R. Kay, the former the 
president of the Massachusetts and Rhode 
Island Retail Jewelers Association; 
Herman D. Page, president of the New 
Hampshire Retail Jewelers Association, 
and Mrs. Page; John Mitchell, president, 
Vermont Retail Jewelers Association, and 
Mrs. Mitchell; Joseph J. McDevitt, presi- 
dent, Providence Jewelers Club, and Mrs. 
McDevitt; Howard H. Sweet, president 
New England Manufacturing Jewelers & 
Silversmiths Association, and Mrs. Sweet: 
Ellsworth W. Read, president Boston 
Jewelers Club, and Mrs. Read; and 








opening of the new store, which is known 
now as Bernie Fields Jewelers, Inc. 


Elqin's 'Clubman' Watch Sets 
$72 Million Sales Record 

Elgin National Watch Co. recently 
established what it believes is a record 
in the jewelry industry with sales of its 
“Clubman” model, according to an an- 
nouncement by the firm. 
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Mrs. Ellsworth Read (center), wife of the 
president of the Boston Jewelers Club, 
receives the souvenir of the occasion—a 
Poole four-piece coffee service—from Harold 
Barry (right), chairman of the gift com- 
mittee. At left, Arthur B. Wright, president 
of the Diamond Peacock Club, and Mr. 


Read look on. 


William H. Shreve, Regional Vice-Presi- 
dent, American National Retail Jewelers 
Association, and Mrs. Shreve. 

Matthew J. Brown was general chair- 
man; Joseph McDevitt headed the dinner 
committee; Michael W. Mahar headed the 
reception committee, Harold W. Barry was 
chairman of the gift committee, and 
Richard T. Arnold headed the ticket 
committee. 

Music for dancing was by Sammy Eisen 
and his orchestra. 


Total sales of the watch since its 
creation in 1951 now exceed $7% million 
at the retail level. The application of 
black enamel on the bezel in conjunction 
with modern styling on the face is the 
primary reason for its popularity, said 
vice president A. L. Rowe. 

Oddly enough, when the “Clubman” was 
first submitted for approval it was almost 
turned down as being too “garish” for 
popular taste. 












JEWELRY DESIGNED 
EXCLUSIVELY FOR YOU, 
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WHITE 
SHRINE PIN 
Austrian Crystal 
Rhodium Finish. 
Keystone $3.50 

No. 616 


Safeguard your business and your profit 
... Sell the line that can be only sold 
by you, the jeweler... designed to be 
outstanding in Appearance, Quality 
and Price. Write for Free Folder. 


PINS * NECKLACES * EARRINGS 
EASTERN STAR * CROSSES * JEWELRY 


Design and Production of 
Organizativnal Jewelry a 
Specialty. Details on request. 





2508 VINE ST. 
CINCINNATI 19, O. 








size rings to fit 
your customers 


NEW 
RING 
SIZER 


ALLOWS SMALL 
INVENTORY 


@Expanding mandrel 
accepts rings from 
sizes 1 to 15. 


@ Upright mandrel en- 
ables easier sizing 
of rings. 


@No scratching 
No marring. 


@ Reducing die with 16 
sizing holes permits 
the greatest range of 
reductions. 


“a 9950 


Time Payments 


SEND FOR LITERATURE 





NEW HERMES 
PRODUCTS CORPORATION 
13-19 University Place, N. Y. 3, N.Y. 
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WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 


"SMOOTH AS SATIN" 
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New Luster polish will absolutely clean 
the toughest tarnish. 


New Luster retards oxidation remark- 
ably. To renew original luster just wipe 
off with a clean cloth. 


New Luster cleans, protects and resists 
finger marks on Silver, Glass, Copper, 
Brass, Durigold, Steel, Chrome, China. 


New Luster powder attractively pack- 
aged in 5 oz. containers, retails at $1.50. 


Excellent for store use. Will warrant 
your whole-hearted recommendation to 
your trade. 


Generous sample to 
wholesalers. 


Inquiries welcomed from wholesalers. 


EARL L. SMIT 


National Distributor 
315 W. 5th St., Los Angeles 13, Calif. 
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GEORGE C. HOUSTON 


‘s National Distributor of 


"LINDE" STAR 


‘ Man-Made 


SAPPHIRES and RUBIES 


Wide selection in stock for 
Manufacturing jewelers by 


GEORGE C. HOUSTON 


448 S. Hill St. Los Angeles 13, Calif. 































Ask For 
TIME TESTED 
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The Best 
Watch and Clock 
Lubricants 


Wm. F. Nye, Inc., New Bedford, Mass. 








Chatham Emeralds 
REGISTERED U.S. PATENT OFFICE 
Manufactured Exclusively by 
Chatham Research Laboratories 
70—(4th St., San Francisco 3, California 
The Only Man-Made Emeralds 
Available in the World 
























>» Max Wolman has been appointed West 
Coast representative for the American Dia- 
mond Syndicate of Chicago. He will carry 
a stock of the firm’s loose stones at his 
Los Angeles office at 315 West Fifth St. 
This will be in addition to Wolman’s es- 
tablished business of both gold and dia- 
mond jewelry. Max is well known on the 
West Coast and is currently serving as 
president of the Jewelers 24 Karat Club 
of Southern California. 

> M. Sommerfeld, wholesale jeweler and 
importer, has moved to new and more con- 
venient quarters in the Phelan Building, 
760 Market St., San Francisco. He was 
formerly located at 790 22nd Ave. 

> Leed’s Jewelers is the name of a new 
jewelry store opened early in April by 
Mr. and Mrs. Frederic Silvers at 82-718 
Miles Ave., Indio, Calif. Manager of the 
jewelry and watch repair department at the 
new store is John A. Teats. An augmented 
staff of twelve were on hand on opening 
day to take care of the crowds that jammed 
the store. An extensive and valuable as- 
sortment of prizes was awarded at draw- 
ings on the day the store opened. 

> Friedlander & Sons. Inc.. leading Seattle 
jewelers, announced recently the purchase 
of Stieglitz Jewelers. Aberdeen, Wash. The 
Stieglitz store, founded in 1907, is one of 
the oldest jewelry stores in Aberdeen. The 
seller was Vard Stieglitz, son of the store’s 
founder, who plans to retire. The shop 
will be operated similarly and with the 
same lines as Friedlander jewelry stores in 
Bremerton, Everett. Longview and Seattle. 
> Tuesday evening. May 10. the Jewelers 
24 Karat Club of Southern California 
meeting at the Elks Temple. planned a 
discussion of industry problems and_ in- 
terests. Jules Lindenbaum headed the 
panel. 

> Raleigh West of Allison Kaufman Co.. 
124 S. Broadway. Los Angeles. was at 
Cedars of Hospital 
Speedy recovery! 


Lebanon recovering 


from a heart attack. 


> Congratulations were extended to Mr. 
and Mrs. David R. Trattner. who cele- 


brated their golden wedding anniversary 
April 9. “Mr. Trattner. with his son 
Harold. established the first Kay store in 
California in 1928 at 1308 Broadwav. Oak- 
land. The chain now includes 25 Kay 
stores throughout the state 
national scope of over 85 credit jewelry 


and covers a 
stores, 

> Sam Haffner. Los Angeles wholesale 
jeweler at 315 W. Fifth St.. was recover- 
ing from an emergency appendectomy. 

> Add this to clever promotions: Albert 
S. Samuels Co., San Francisco, sent out a 
telegram on April 11 to each of 28 people 
named Diamond listed in the telephone 
directorv. The telegram read: “Samuels 
April diamond festival now going strong 
and we salute you and other diamonds 


| 
| 
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animate and inanimate. Samuels Jewelers.” 
> Frank K. Runyan announced his semi. 
retirement after 24 years association, ‘“ 
vice-president and then as president and 
general manager of the Western Merchan. 
dise Mart, San Francisco. He was to he 
succeeded on May | by A. Cameron Ball, 
who has been his assistant since 1944, \fy 
Runyan will continue on a part-time basis 
as management consultant and associate 
manager of the Mart. Henry A. Adams, 
promotion manager for the past two years. 
becomes business manager. Marguerite 
Hickey, administrative assistant for the 
past nine years, will take over Mr. Adams’ 
former duties. 

> The Diamond Syndicate of California, 
headed by Gus Farber, moved from Suite 
412-414 at 704 Market St.. San Francisco, 
to new and larger quarters on the second 
floor of the same building. 

> Andrew C. Becker, formerly with Loretz 
& Benoit and Granat_ Bros., joined 
Vitaly Lysick in the manufacturing jewelry 
business recently. They are located in 
Room 1066. 760 Market St., San Francisco, 
> A. DeAngelis, lapidarist. recently opened 
an office and lapidary shop at 424 S. Broad- 
way. Los Angeles. Carrying a 
selection of genuine and synthetic stones, 
he is doing calibre and special order work. 
Coming to the Coast from New York, Mr. 
Krueger 


wide 


DeAngelis was associated with 
Stone House and George Houston during 
the past few years. 

> Los Angeles members of the trade were 
saddened recently by the passing of Gerald 
L. Rose. 41. on April 17. A manufacturing 
jeweler, he was for some time associated 
with Rene Vauges. He is survived by his 
widow, Inez. and two young children. 

>» Archie Germain, jeweler and watch re- 
pairman in the state of Washington for 
44 years, left to join his son, Clarence, in 
the firm of Germain Jewelers, Ketchikan, 
Alaska. 

>» After 27 vears as a retail jeweler, Carl 
Holt closed his store at 536 Blackstone 
Ave.. Fresno, and is now operating a 
special order shop at 5056 E. Madison, 
Fresno. 

> The Alvin) H. Hankins Co.. 
wholesale and manufacturing 
added the F. H. Noble & Co. 
trophies. 

» After 42 vears in one _ location. 
A. Apffel Co., Inc.. Los Angeles. 
to the top floor of the Pershing 
Bldg.. 448 S. Hill St. 

> Paul A. Tschudin, The 
Watchmakers of Switzerland Information 
Center, is scheduled to address the South- 
east Retail Jewelers Association, Hunting: 
ton Park, on Wednesday evening June 8. 
> Charles R. Terry. who heads the non- 
profit International Research & Identifica- 
tion Bureau. Los Angeles, was named 4a 
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key speaker at the California convention 
of the International Association for Iden- 
tification to be held in Santa Barbara the 
last. week in May. This organization 
registers jewelers’ and watchmakers’ 
scratch-marks, providing information on 
them to police and other law-enforcement 
agencies as an aid to identification of 
stolen property and victims of murder, 
accident or disaster. It has been credited 
for providing the key to innumerable 
identifications throughout the country. It 
has a steadily-growing file of registrations 
of marks which have been submitted on 
a voluntary basis by jewelers and watch- 
makers and hopes to eventually have a 
universal system which will serve the 
nation. 

> Mr. and Mrs. W. O. Ross. Layko Ross & 
Co. Inc. Seattle wholesale jewelers. 
attended the costume jewelry show in New 
York on May 1-15. On their return, they 
planned to vacation in Palm Springs. re- 
turning to Seattle by June 10. 


Well-Rounded Program Features 
Meeting of Southeast RJA 


President “Jerry” Ostermier presided at 
the April meeting of the Southeast Retail 
Jewelers Association which was held at 
Cole’s Cafeteria, Huntington Park, Calif. 

Program chairman Percy Herbert intro- 
duced the guest speaker, Carl Rogers. who 
delivered an interesting talk on “Public or 
Customer Relations.” 

Norman D. Luth, director of the Califor- 
nia Retail Jewelers Association, reported 
on that group’s convention plans. The 
state organization met last month in San 
Francisco. 

“The Unsecured Property Tax” came in 
for much discussion at the meeting. Pres- 
ident Ostermier stated he would investigate 
this matter and report on it at the next 
meeting. 

Mrs. Chris Hamm was awarded an 
attendance prize and Jack Hamm was ap- 
pointed program chairman for the May 
meeting. 


California RJA Mixes Business 
With Pleasure at 22nd Confab 


The California Retail Jewelers’ Associa- 
tion held its 22nd annual convention on 
May 8-9 at the Sheraton-Palace Hotel. 
San Francisco. Acting as co-chairmen for 
the convention were Vernon Jolley of 
Watsonville and Herman Siegel, Los 
Angeles. 

At the opening business session, official 
greetings from the City and County of 
San Francisco were extended by super- 
visor Harold S. Dobbs, who recently in- 
troduced San Francisco’s new ordinance 
designed to curb “action sales.” He dis- 
cusssed this subject during the session. 
Greetings were also extended by Jack 
Friedlander, Seattle, Pacific Coast regional 
vice-president of the American National 
Retail Jewelers Association; Lester Berg. 
Seattle. president Washington Retail 
Jewelers Association and Hans Bagge. 
president of the Golden Nuggets. 
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Richard Fitzpatrick, American Airlines 
salesmanager for San Francisco, norihern 
California, Oregon, Washington, British 
Columbia and Alaska, spoke on “Who is 
Salesman Number One?” 

The afternoon’s session concluded with 
a practical address on display ideas and 
techniques by Morton Pelzner, president 
of Morton Pelzner Displays, San Francisco. 

The meeting May 9 was held at the 
Sequoyah Country Club, Oakland, with a 
Golf Tournament beginning at 8 A.M. 
A business session in the afternoon 
featured Ramsey S. Oppenheim, business 
writer and editor, who addressed the group 
on “A Reporter Looks at the Discount 
House Situation.” Mr. Oppenheim was 
formerly publisher of Western Advertising 
and Western Merchandiser. 

Julius Loeb. chairman of the California 
RJA’s Advertising Survey Committee, re- 
ported on current findings on the discount 
issue as it exists in California today. 


Watch Identification Sought 
By Research Bureau in L. A. 

Through the International Research & 
Identification Bureau, West Coast police 
are seeking the name of the owner of a 
17-jewel model 425 Gruen watch. 

This is a man’s wrist watch bearing the 
movement number of C318947. The watch 
case has the following factory number: 
C123603. Inscribed on the back of the 
case is a single etch-mark: JF4535. 

Any jeweler or watchmaker who can 
provide information from the etch-mark 
or description will serve the cause of jus- 
tice by sending details to the International 
Research & Identification Bureau. 143 
South Fairfax Ave.. Los Angeles 36. Calif. 


Secretary of Ballou & Co. 
Retires After 49 Years Service 


Harold A. Reney, retiring secretary and 
director of B. A. Ballou & Co., Inc.. Provi- 
dence jewelry manufacturers. was honored 
April 28 by firm officers and department 
heads at a testimonial dinner at the 
Sheraton-Biltmore Hotel. A watch was pre- 
sented to him by Frederick A. Ballou. Jr.. 
president of the company. 


HAROLD A. 
RENEY 


Honored 

by Ballou 

Officials at 

Testimonia 
+ 


Dinner 





A veteran of 49 years service with the 
company, Mr. Reney joined the concern 
in 1906 as an errand boy and assistant 
shipping clerk. He has been general man- 
ager of the jewelry office and in charge of 
the stock and order departments. 


» RASE CASH 


| IMMEDIATELY 
through a dignified 


AUCTION 


SALE 


Let us look at 
the record 


Recent Sales Conducted: 
Ovington’s, 5th Ave., N.Y.C. 
Rubins, Miami, Florida 
Harry Levinsons, 
Youngstown, Ohio 


Webers, Meriden, Conn. 
| and many others 


‘¢ WE WILL GUARANTEE 
| 100¢ ON THE DOLLAR 
} PLUS—FOR YOUR STOCK 


We will advance any money needed to 
conduct your sale. 


Your reputation will be guarded. 


You will have a more popular store when 
sale is over. 


Your business will be permanently in- 
creased. 


We will interview you at our expense 
without obligation to you. 


Remember our earnings depend upon the 
success of your sale. 


We specialize in buying stores for cash. 


WRITE — WIRE — PHONE 


COLMES «& BRILL 


AUCTIONEERS 


45 West 45th St., New York City 
JUdson 6-2334 










































Watch Repairing 


FAST—DEPENDABLE—ECONOMICAL 
WORK, WATCHMASTER TESTED 
% 

Over a quarter century of service 
to the trade 
° 
Watches insured and safeguarded 
in Holmes-protected vaults 
° 
Ask for price list or serd trial order 


Cooper's Watch Repair Co. 


48 West 48th Street, New York 3, N. Y. 
Plaza 7-1740 
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The Heirloom Tradition of 


HAVILAND CHINA 


conditions a new market every day 
for Haviland Patterns 


yevilang 
France 








A Haviland design 
with consumer demand 


Pre-Sold for More Sales 


Haviland & C° 


270 PARK AVENUE, NEW YORK 17, N. Y. 














importers of 
ENGLISH CHINA 
and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave.. Now York 10, N.Y. 








AL. 4-0104 








WEDGWOOD 


Bone Chino Olnnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 Bast S4th Street New York City 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 











DECORATIVE 
ACCESSORIES 
FURNITURE 
GIFT ANC ART 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago NOVELTIES 


MARY RYAN 











Swiss Craftsmen Display New 
Watch Styles at Basle Fair 


The largest, most diversified selection 
of Swiss jeweled-lever watches shown in 
the past 25 years was exhibited to close 
to 500,000 visitors from 20 countries at 
the Swiss Industries Fair. Basle, Switzer- 
land. 

The Swiss Watch Pavilion—called “a 
Fair within the Fair’—featured products 
of jeweled-lever watch manufacturers who 





The novelty boudoir alarm clock shown 
above is matched by the accompanying 
wrist model of the same design. These 
Swiss fashion twins represent daring de- 
partures from the use of conventional dials. 





A new 24-hour calendar watch for navi- 
gators and others who live by the 24-hour 


schedule. Water-resistant, it features a 
sweep second hand for use as a stop-watch, 
has inner and outer dials with radium fig- 
ures. The movable outer d‘al, etched on the 
bezel, can be set to show local time. 


compete with each other for 
technological leadership the World oye 
The Pavilion looked like an entire an 
of jewelry shops. Each manufacturer ry 
played 40 or 50 different models which 
his factory did not release 


Style and 


until Fair time 
because of the intense competitive nature 
of the industry. Some showed as many 
as a hundred. 

Because watches are firmly established 
as important fashion accessories, nearly 
thirty different new sizes were introduced 


to meet the dictates of fashion . . . watches 


built into coins, earrings, cufflinks and 
even a music box wrist watch which can 
be fitted to any one of twelve tunes, jp. 
cluding “For He’s A Jolly Good Fellow.” 
Some dress watches were incorporated into 





A man's bracelet watch introduced at the 
25th Swiss Watch Fair in Basle. The brace- 
let is fitted to the Swiss watch with springed 
hinges to insure a snug fit on any wrist. 


pieces of fashionable, costly jewelry, dem- 
onstrating how the horologist and gold- 
smith can combine their arts to produce 
functional and distinctive merchandise. 

Among the important trends in special- 
feature watches: self-winding mechanisms 
are being used in more Swiss jeweled- 
lever timepieces than ever before—and in- 
creasing numbers of them have a small 
aperture on the dial showing how many 
hours of reserve power is still stored in 
the mainspring. 








Watson Company of Attleboro 
Sold to Wallace Silversmiths 
The Watson Co. of Attleboro, Mass.. 


manufacturers of sterling flatware and 
sterling hollowware since its founding in 
1875, has been acquired by the R. Wallace 
& Sons Mfg. Co. of Wallingford, Conn. 
The Wallace Co., founded in 1835, has 
plants in Wallingford, Conn., Middletown, 
Conn., and Cookshire, Canada. 

In announcing the acquisition,.H. Stuart 
Stone, Jr., Wallace president, stated that 
the Watson line will be used to supple- 
ment the sterling flatware and _ sterling 
hollowware now being made by the 
Wallace Co. 

The Wallace Co. is also well known as 
a manufacturer of stainless steel flatware 
and of an extensive line of plated hollow- 
ware. 

Mr. Stone indicated that the purchase 
of the Watson Co. was but another of the 


several steps contemplated by the Wallace 
Co. in conjunction with a more aggres- 
sive sales and promotion policy. 





Woodbury Store at New Site 


All-day, festive ceremonies on May 95 
marked the formal Crosby 
Jewelers at their new 27 


opening of 
location at 27 S. 
Broad St., Woodbury, N. J. The store was 
formerly located at 34 S. Broad St. 

Principals of the firm are Sidney Gold, 
Irving Siegel, and Maynard Love. 





$$ = 








CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO., Inc. 





225 FIFTH AVENUE NEW YORK 10, WN. Y. 
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June 


1-3—National Wholesale Jewelers Asso- 
ciation, 48th Convention, Edge- 
water Beach Hotel, Chicago, Ill. 

1]—Maiden Lane Outing Club, Annual 
Spring Outing, Green’s Hotel, Pleasant- 
dale. N. J. 

19-23—Main Floor Accessories 
Hotel McAlpin, New York. 
26-27--New Hampshire Retail Jewelers 
Association, Annual Convention, The Far- 
ragut House, Rye Beach, N. H. 


Annual 


Show, 


July 

17-20-—Southeastern China, Glass & Gift 
Show. Atlanta Municipal Auditorium, At- 
lanta, Ga. 

17-22—National China, Glass & Pottery 
Show. Hotel New Yorker, New York. 

24-27—New Orleans Gift Show, Roose- 
velt Hotel. New Orleans, La. 


24-27—Washington Gift Show, Hotel 
Willard, Washington, D. C. 
24-28—National Jewelers Associa- 


tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, Ill. 


24-29—California Gift Show, Biltmore, 
Alexandria Hotels, Merchandise Mart, 


Brack Shops, Los Angeles, Calif. 
3l-August 8—Associated Jewelry and 
Variety Show, Morrison Hotel, Chicago, 


August 

1-12—Chicago Gift Show, Palmer House 
and Hotel La Salle, Chicago, II. 

1-12—Merchandise Mart, China, Glass 
\ Gift Market, Merchandise Mart, Chicago. 

1-7—Gift, China, Glass, Stationery & 
Housewares Show, Western Merchandise 
Mart, San Francisco, Calif. 

7-10—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

14-17—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

14-17—Kansas City Gift & Toy Show, 
Municipal Auditorium, Kansas City, Mo. 
14-17—Pacific Northwest China, Glass, 
Gift, Jewelry, Stationery, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels, Terminal 
Sales Building, Seattle, Wash. 
14-17—Western Jewelry & Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

14-18—American National Retail 
Jewelers Association, 50th Annual 
Convention and Trade Show, Waldorf- 
Astoria Hotel, New York. 


21-24—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Ind. 
21-24—Portland China, Glass, Gift, 


Jewelry, Stationery, Toy & Housewares 

Show, Public Auditorium, Plaza and Ben- 

son Hotels, Portland, Ore. 
21-26—Registered California Gift & Din- 
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nerware Show, Hotel Vanderbilt, New 
York. 

21-26—International Gift and Fancy 
Goods Show, Hotel Sheraton-Astor, New 
York. 

22-26—-New York Gift Show. Hotels 
New Yorker and Statler, New York. 
22-26—225 Fifth Avenue Fall Market, 


225 Fifth Ave., New York. 

28-30—Minnesota Retail Jewelers Asso- 
ciation, Annual Convention and Trade 
Show, Nicollet Hotel, Minneapolis. Minn. 

28-31—-Southern Jewelry Show, Dinkler- 
Plaza Hotel, Atlanta. Ga. 

28-31—Northwest Gift. Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 


September 
1-6—Omaha-Midwest Gift Show, Pax- 

ton Hotel, Omaha, Nebr. 
4-8—Dallas Gift Show, Baker Hotel, 


Santa Fe Building and Merchandise Mart, 
Dallas, Texas. 

4-8—Detroit Gift Show, Hotels Sheraton 
Cadillac and Tuller, Detroit, Mich. 


4-8—Allied Gift and Jewelry Show. 
Hotel Adolphus, Dallas, Texas. 
5-7—Ohio Retail Jewelers Association, 


Annual Convention, Netherland Plaza Ho- 
tel, Cincinnati, Ohio. 

10-12—-Michigan Retail Jewelers Asso- 
ciation, Annual Convention and Jewelry 
Show, Hotel Hayes, Jackson, Mich. 

11-13—Salt Lake City Gift Show, Hotel 
Utah, Salt Lake City, Utah. 

11-14—Cincinnati Gift Show, 
Plaza Hotel, Cincinnati, Ohio. 

11-15—-Parker House Gift Show, Parker 
House, Boston. Mass. 

11-15—New York Boutique Show, Hotel 
McAlpin, New York. 

12-16—Boston Gift Show, Hotel Statler, 
Boston. Mass. 

18—Retail Jewelers Association of Mis- 
souri, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

18-19—-lIowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines 
Des Moines, Ia. 

18-20—Wisconsin-State Gift Show, Mil- 
waukee City Auditorium, Milwaukee, Wis. 

18-21—Denver Gift & Jewelry 
Hotel Albany, Denver, Colo. 

25-28—Miami Beach Gift & Jewelry 
Show, DeLido Hotel, Miami Beach, Fla. 


Nether- 


Show, 


October 


15-16—Horological Institute of America 
and the Horological Society of New York, 
Joint Annual Convention, Hotel McAlpin, 
New York. 





Taylor Instrument Relocates 
West Coast Offices and Plant 


Taylor Instrument Companies, manufac- 
turer of temperature and weather instru- 
ments, has moved its San Francisco offices 
and plant across San Francisco Bay to a 
new location at 1661 Timothy Drive, San 
Leandro, California. 

The relocation was made because of the 
firm’s greatly increased volume of sales 
and service activities. The new plant is 
capable of duplicating the manufacturing 
and repair techniques of the firm’s main 
plant in Rochester, N. Y. 








“Honor,” said a great author, “is like 
@ precious stone, the price of which 
is lessened by a single flaw.” 


AN AUCTION SERVICE 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


When you bow out of the final picture 
on your business-street by a Faussett 
auction, the glories of a lifetime do not 
just fade away. 


HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH-RESULTS FOR 2 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP-SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 1932-3 
FOUND IN OUR BOOKLET. 


FOR THOSE WHO CONTEMPLATE 
RETIRING FROM BUSINESS, THE 
YEAR OF 1955 MAY PROVE THE 
BEST OF THE HALF CENTURY FOR 
EXCELLENT RESULTS, GRATIFY- 
ING PRICES, AND A COMPLETE 
CLOSE-OUT OF STOCKS AND FIX- 
TURES. THE ECONOMY OF THE 
NATION WILL BE AT AN ALL- 
TIME HIGH ACCORDING TO LEAD- 
ING ECONOMISTS. 


WRITE FOR A LIST OF OUR 
COMPLETE CLOSE - OUTS 
SINCE JANUARY 1955 


“We are,” writes Mr. and Mrs. Don 
Adams buyer of the fixtures at our last 
liquidation at Fairbury, Neb., “having 
so much customer good-will and eager 
response to our reopening of the store 
you closed out, we want you to know 
that we feel you are directly responsible 
for the greater part of this and want 
to thank you for it. You have our deep- 
est gratitude.” 


WE SPECIALIZE IN COMPLETE 
CLOSE OUT SALES OF STOCKS & 
FIXTURES. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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IDENING PALLET SLOT—I have a job, a good 

Swiss-made watch. in which I have studied the 
escapement action, and am sure it will need a change 
of slant of the R-stone. to adjust draw a little heavier. 
But the pallet stones fit the slots in the steel pallet so 
closely that to make the change. the width of the slot 
must he increased a little. How can this be done? 


(Question No. 6476) T. H. 


A nswer—We take it that you do not have a stone, or 
metal diamond-charged hand-lap: and so will say that 
you can grind the pallet slot a little wider by using a 
lap easily filed on a small-diameter rod of malleable iron. 
or of soft steel. File on an end of the rod, a length of 
about a half inch. flattened both sides, for the acting 
surfaces: and about a half-millimeter in thickness. On 
this lap use oilstone powder in oil, and with it “file” the 
slot just as much wider as necessary. but. of course, no 
more. During the operation, the pallet may be held con- 
veniently by shellacking it on a piece of flat brass, which 
in turn could either be fastened in your bench-vise, or 
held in hand. 


AMAGED BANKINGS—What can I do to correct a 

botch job | found in a high-grade Swiss pocket 
watch. in which someone filed metal off of one of the 
bankings? These were formed by recesses turned in the 
lower plate: where one recess cuts into the other one, the 
ridges of metal left standing formed the bankings where 
the fork comes to rest on each side. (Question No. 
6477) P. F. 


Answer—The malformation of a watch in a case like 
this can be corrected by drilling a hole in the lower plate. 
its upper part cutting through the filed-off part of the 
original banking. The hole should be large enough to 
meet the remaining original walls of the turned recesses 
on both sides. Then fit a piece of nickel wire with a tight 
driving-fit into the hole; cut it at the ends almost flush 
with the plate. Put the plate up in your universal face- 
plate. centered by the hole of one of the recesses; turn the 
piece of wire, with very light cuts, until it conforms with 
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the side of the recess. Repeat this in the other recess. 
Now there will be a new body of inetal where the origi- 
nal banking stood; but the sharp corner will reach too 
far toward the line-of-centers of the escapement. This 
corner is next to be filed down. until the remaining metal 
ridge will constitute a fork-rest or banking, at the point 
where the fork-action angle will be correct and the total 
lock of escape-wheel tooth on pallet on same side, will 
also be correct. For this filing, and also for trimming 
the ends of the nickel wire flush with surfaces of the 
plate, the best kind of files would be of the type called 
“riffle” files, of smallest size and finest cut obtainable. 
out of a set of “escapement files.” One could also match 
a matted or frosted finish on plates of a very fine watch. 
by following filing with a rubbing with a small hand- 
lap dipped in any suitable sized grain of abrasive 
powder mixed with oil; coarse oilstone powder, or fine 
emery: but not carborundum powder or any of those 
synthetic corundums, which may embed grains in the 
nickel. and cause damage to acting parts of the watch 
if grains become dislodged later on. 


LOCK PROBLEM—If I do say it myself, I am a good 

clock-repairer. having been trained by a real clock- 
maker. | bush worn holes, make new pallets if old ones 
are too worn to regrind and polish, replace set main- 
springs. etc. But now I have a job that I can’t make 
keep time. although have it all in good mechanical order, 
and re-checked it several times. It is a fine American 
mantel-clock, 8-day, pendulum. spring-driven, hour and 
half-hour strike. Maybe vou can suggest something to 
look for? (Question No, 6478) R. E. 


Answer—What you say about how you do your 
work, indicates that many of the things often over- 
looked. do not apply in this case. We have thought of 
one thing worth looking into, however, as it is something 
based on a fact not generally known. You may have the 
mainstrings transposed; the strike-spring replaced on 
the time-train side. Manufacturers of some of the higher- 
grade clocks test springs. and place those that show the 
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DOWN PAYMENT 


6 DAY-IN AND DAY-OUT SAVINGS \\ 
through the advantages of accuracy, clear- 3 
LOW ness, useability of watch records. 


MONTHLY INSTALLMENT YEAR-IN AND YEAR-OUT SAVINGS 
through economy of maintenance and 
long life of the machine. 





American Time Products, Inc. 
580 Fifth Avenue, 
New York 36, N.Y. 


Gentlemen: 

Please arrange for a demonstration 
of the WatchMaster at my bench 
so that | may judge for myself its 
economy over the years. 








AMERICA’S STANDARD % MADE BY AMERICANS 
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most uniform power-delivery, on the time-side. Try 
exchanging the springs. It is good practice to mark 
springs when disassembling good clocks, to avoid trans- 
posing them. 


ENT HAIRSPRINGS—I wonder why I have so 

much trouble with my tweezers in straightening out 
hairsprings when I find them bent. When pressed to- 
gether with a good deal of force, the spring is apt to slip 
out from between the tweezer points which makes it hard 
to bend the coil. I use Boley AA and BB tweezers for 
this work. (Question No. 6479) J. G. 


A nswer—lf you examine the points of your tweezers, 
you will probably find that they are not perfectly flat 
on the inside surfaces. These should be occasionally 
dressed flat with an oilstone slip; their surfaces should 
not be only flat, but should be exactly parallel to each 
other when the tweezers are closed. One other thing 
necessary is that the rivets at the*top end of the tweezers 
be tight. The best tweezers for hairspring bending are 
the kind originally made under the brand “Dumont.” 
These are now made under other brand names also; the 
characteristics of the type are: exceptionally firm-closing 
at the points: finish, plain steel, not nickel plated; extra 
well tempered steel throughout; heavy enough for firm 
grasp on work, but no excess weight. Any dealer would 
know what to furnish if you specify tweezers of Dumont 
type. The Boley BB tweezer is good for holding hair- 
springs for vibration-timing; but not for bending springs. 
It is intended for timing only. 


66 F2 REGUET” TIMEPIECE—Among watches | bought 

for old gold, one has the name “Breguet,” Paris 
on its dial. Isn’t this a make that is worth a high price, 
desired by museums and collectors? (Question No. 


6480) M. C. 


Answer—lf your watch is a genuine piece of the 
work of Abraham L. Breguet, of Paris, it is indeed rare 
and valuable. The first thing to settle is whether or not 
it is a watch made by Breguet, or one made by some one 
else who placed Breguet’s name on it to sell it on the 
Breguet reputation, which was so great more than a 
century ago, that thousands of counterfeit Breguet 
watches were marketed. The result of this is that nearly 
all of the watches found nowadays bearing this name 
prove upon inspection to be counterfeit. If you would 
send us a set of clear photographs, showing the move- 
ment, the dial and the outside of the case, these may 
indicate whether it is probable that the watch is genuine; 
and if so, we would suggest further what to do, to 
establish the authenticity of the watch as to its maker, 
value and how to try to find a buyer if so desired. 


AINSPRING WINDER—Is it absolutely necessary 
to use a mainspring winder on smaller springs 


which are easily wound into the barrel by hand? (Ques- 


tion No. 6481) L. A. 


A nswer—Yes; and if anything, it is more necessary 
to use a winder on small mainsprings than on large ones. 


Winding springs in with the fingers distorts their shape, 
bends the coils into a “stacked” form, so that they exer 
some pressure against the top and bottom of the barrel, 
diverting this power from the running of the watch, and 
wasting it. This is more objectionable in extremely small 
watches than in large watches; although even for the 
latter, a mainspring winder should be used to preserve 
the proper flat form of the mainspring. 


pein CLOCK PLATES—Wouldn’t it be a 
good thing to lacquer the plates of a French clock, 
which are highly polished, after cleaning them. to keep 
them from tarnishing? (Question No. 6462) B. K. 


Answer—No; it would be dangerous, since most 
kinds of lacquer contain elements that have a chemical 
effect on oil, hastening its thickening. 


OW-MELTING SOLDER—1 have some metal work to 

do that calls for soldering finished parts that would 

be spoiled by even a moderate heat. Is there some solder 

that melts with very little heat? I do not want to use 

any of the so-called cold solder, which is nothing but a 

cement colored with aluminum powder. (Question No, 
6483) T. H. 

Answer—You can do your work with bismuth solder, 
which is a real metal solder, but which melts at much 
lower temperature than is required for ordinary soft 
solder. 


ATCH JEWELS—How can I identify garnet as 
material used for watch jewels, to distinguish this 
from synthetic ruby, or natural ruby? (Question No. 


6484) J. W. 


Answer—We suggest two points to consider in recog: 
nizing garnet in the jewels; the first is to note the gen- 
eral quality or grade of the watch. Garnet jewels are 
used in cheap grade watches only. The other point to 
note is the color of the stone. Garnet is never bright 
red like natural or synthetic ruby is. Garnet is of a 
brownish red color. The shade of red known as 
“maroon” comes about as near as possible to giving it 
a name in a single word. The main reason for using 
garnet for cheap jewels is that the stone is much softer 
than synthetic ruby or sapphire. and therefore costs much 
less to shape and finish it. 





CRATCHED OPAL—What can I use to repolish a 
cabochon-shaped opal, scratched very slightly (not 
deeply, but slight fine scratches that dull the surface) as 
if just caused by contact with clothing? (Question No. 


6485) J. M. 


Answer—aA bufling-wheei or hard felt. on a jeweler’s 
lathe, used with powdered rouge, would be proper equip- 
ment if the scratches are very fine. If this does not get 
quick enough results, first use tripoli (on a separate 
buff, of course), and finish with rouge. 
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New ‘Yellow Page’ Listing 
Offered to Keepsake Dealers 


A standard listing in the “yellow pages” 
of their local telephone books is now avail- 


PROMINENCE ond UNIFORMITY 


Ge i 


able for retailers selling Keepsake diamond 
rings. 

These jewelers can now list their store 
names in the classified under a 
standard, easily recognized Keepsake head- 


section 


ing. 
of this new service is 
absorbed by A. H. Pond Co., Syracuse. 
N. Y.. manufacturer of the Keepsake ring. 
The cost to retailers is $1.63 a month. 
The listing, 
plained in the photo to a dealer and to 
“Telephone Charlie’—familiar trademark 
character of the telephone classified sec- 
tion, features the Keepsake trademark and 
a paragraph of ad copy. Local dealers are 
listed beneath the headline “Where To 
Buy Them.” 


Part of the cost 


new which is being ex- 


Ostrin Announces Purchase 
of William B. Ogush, Inc. 


Ostrin Co., manufacturer of watch cases, 
has announced the purchase of Wm. B. 
Ogush, Inc. The combined facilities of 
both companies have been merged at 
Ostrin’s new plant at 800 31st St., Union 
ity, NN: 3. 


G.E. to Participate In New 
Television Series Next Fall 


General radio and _ television 
Syracuse, N. Y.. and its 


appliance division at 


Electric’s 
department at 
small Bridgeport, 
Conn.. will participate in a new one-hour 
ABC-TV series next fall. 

The program. “Warner Bros. Presents,” 
will premiere at 7:30 p.m. on September 
13. G. E. will sponsor a half-hour of the 
on alternate weeks. Each 
gram will be a completely self-contained 
story specially filmed for television. 


program 
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National Introduces New 
Low-Cost Analysis Machine 

National Cash Register Co. has intro- 
duced a new Small Analysis machine de- 
signed for small and medium-sized busi- 
nesses. 

The machine, shown in the photo, is 
said to meet the need for an analysis of 
sales and cost of sales, purchases, ex- 
penses, labor costs, material costs, etc. It 


is the “first low-cost Analysis and Dis- 
tribution equipment ever offered by the 
firm.” 

The Analysis machine. described by 


National as “20 adding machines in one,” 
prints all amounts on a journal tape and 
consecutively numbers them as they add 
into their respective totals. All totals 
can be cleared on a form, such as an 





which is auto- 


sales 
matically dated and classified. 


executive report, 


Sessions Clock Announces New 
Policy of Cash Discounts 

The Clock Co., Forestville, 
Conn., has announced a new policy which 
offers dealers a cash discount for the 
prompt payment of invoices. 


Sessions 


The firm’s new terms of payment will 
allow a one per cent cash discount in place 
of the straight 30-day net terms that have 
been in effect since the start of the firm’s 
industrial type business. 


Sheffield Silver Co. Opens 
Buyers Showroom in New York 


Sheffield Silver Co., 17 Crosby St., New 
York, manufacturer of silverware, has 
opened a new showroom for buyers in 
Suite 601, 362 Fifth Ave., New York. 

A complete line of silverplated hollow- 
ware pieces is on display along with the 
new “Sterling” and “Crystal Flair” line 
and the exclusive line of Rosenthal China 
mounted with sterling. 


| 


| 
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Elgin Finds Plastic Package 
Boosts Hadley Band Sales 


Elgin National Watch Co. has found 
that its newly-developed plastic package 





has been partly responsible for the 562 
per cent increase in Hadley band sales 
since January, according to sales manager 
HE. Riek. 

The new transparent package, shown in 
the photo, has helped jewelers to feature 
individually packaged bands as gift sug- 
gestions. This has, in part, been responsi- 
ble for the sales increase. 

Elgin’s unique package is made of clear 
plastic which holds the band flat, with no 
sagging or rumpling. Plastic end pieces 
slide off easily, permitting the band to be 
removed and tried on a customer's wrist 
without damaging the package. 


Circle Jewelry Offers Line 
Of Mustard Seed Pendants 


Circle Jewelry Products, 148 West 24th 
St., New York, has introduced a new line 
of heart-shaped pendants which contain a 
genuine mustard seed. 











‘HEART JEWEL 
GENUINE “MUSTARD SEED” 


if YE HAVE FAITH AS A GRAIN OF MUSTARD SEED+ 
NOTHING SHALL, AE IMPOSSIBLE WINS YOU 











“PATENT PENDIM: 
Faith on the morrow 
Witl banish your wrrow 
in your Heart love wil! grow 
M with this Mustard Seed 
you wil? sow.” 


This litte grain 
you sbali treosure 
Tn your heat 


one can't nreasure & 


The mustard seed pendants are offered 
to dealers on an easel-back counter dis- 
play, shown in the photo, which requires 
little space and which gives the biblical 
story of the mustard seed. The displays 
are available only through wholesalers. 
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W.R.C. Spring Rings are recognized by the 
trade as the top quality line. The sizes illus- 
trated above and other sizes, including Vest 
Rings, are regularly made in all qualities and 
distributed through Material Jobbers, carded 
with the W.R.C. identifying Trade Mark. 


For your protection in obtaining better grade 
findings, ask your jobber for W.R.C. Spring 
Rings as well as other findings. Your care in 
the selection enables you to serve your cus- 
tomers with the best findings obtainable. 


ORDER THROUGH YOUR MATERIAL JOBBER 


W. R. COBB COMPANY 


01 Sabin St. — Providence, R. I. 
New York Office Chicago Office 
320 Fifth Avenue 29 East Madison Street 











SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B. T. S. course, and will be mailed you, free: 
write for it. 

B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- - 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school, Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


: | Charles Ezra Bowman, 
Director i = Registrar 
a 7 ell a, 


John J. Bowman, 
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cellulosic base 
lacquers and enamels 


for ropes and 
other jewelry 


* Dipping Lacquers — 
CLEARS — a wide selection 
COLORS -— to match your 


samples 


PEARL — for glass or ground or 
molded acetate beads. Specifically designed for use 
over soft-flow acetate and will not soften due to 
plasticiser migration 


e Spraying Lacquers — 
CLEARS — for all kinds of metal jewelry 
COLORS — to match any sample 
PEARL — same as for dipping enamels 


e Baking Enamels — 
CLEARS and COLORS — for ali types of metal 


We have had over 30 years’ experience in 
formulating lacquer for the jewelry trade 


FREE Samples—just drop us a request 








Lacquers to your requirements 
Coated beads and buttons 


Chemical Products 


CORPORATION 
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Kirk's Ltd. Explains Value 
Of Hot Hand-Forging Process 


Fred Kirk, president of Kirk’s Ltd., 
Sheffield, England, has been so frequently 
asked, both at home and abroad, why his 
firm continues to use fine hot forgings 
in the manufacture of cutlery, that he has 
written an article explaining why Kirk’s 
methods produce finer quality stainless 
steel cutlery. 

Kirk’s article explains that heating and 
,slow cooling at each of the many opera- 
tions in the production of cutlery induce 
toughness—which has long been recognized 
and utilized in the manufacture of fine 
surgical instruments. 

In addition, smaller grain is secured in 
hot forgings, producing a closely knit 
structure which means a stronger imple- 
ment capable of giving longer effective 
service. 

Another reason for the Kirk’s, Ltd. 
process is the decidedly higher carbon 





content in fine hand-forgings, which means 
added strength reflected in a cutting edge 


requiring less sharpening. 

To provide a visual explanation of 
Kirk’s Ltd.’s high quality methods, the 
firm has produced a display, shown in the 
photo, which points up the 19 major steps 
in the manufacture of Kirk’s Ltd. cutlery. 


Tip'n Twinkle Offers Mats On 
New Diamond & Gem Cleaner 


Tip’n Twinkle Manufacturing Co.. 
Roanoke, Va., maker of a cleaning 
solution for diamonds and other gems, 
recently mailed two ad mats and a display 
board to a number of retail jewelers. 

The mats, one and two-column, stress 
the fact that “Tip’n Twinkle” cleans and 
brings “new beauty” to diamonds. A bottle 
of the solution retails for $1. 


Local Appointments Begin 
Paper-Mate Decentralization 


Paper-Mate Pen Co. has announced the 
appointment of four regional sales man- 
agers as part of the firm’s decentralization 
of sales authority. 

The new sales managers will have 
authority to make sales and advertising 
decisions at the local level. They will be 
given a major degree of control over the 
cooperative advertising budget and_ the 
power to increase or alter the advertising 
strategy on the local level. 
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Holmes and Edwards Promotes Flatware ‘Gift to the Bride’ 













Edwards Division — of 
International Silver Co. is now promoting 
a special “Gift To The Bride” offer of 
free sterling inlaid silverplated flatware. 
Six pieces of flatware (retail value— 
$21) are given free with the purchase of 


Holmes and 


each service for 12. Four pieces (retail 


value—S13) are given with the purchase 



















of each service for eight. 
of the service for 12 is $ 





Retail price 
122.75 and for the 
service for eight it is $84.50 
A “Gift To The Bride” display, shown 
in the photo, is available to dealers so | 
they can tie-in with the firm’s national 





9 











firm is also offering advertising allowances, 








Speidel Issues Extensive 
Spring-Summer Mat Catalog 
Speidel recently distributed an exten- 
sive Spring-Summer, mat catalog to its 
customers. 
The catalog, shown in the photo, con- 





tains suggested ads for Speidel’s photo- 
ident bands, floating link bands, women’s 
bands and also for watch and band repairs. 

It lists the time schedules of Speidel’s 
national advertising on the Sid Caesar TV 
show and the NBC-TV “Home” show 


with Arlene Francis. The catalog also 
gives Speidel’s ad schedule for 27 college 
and university newspapers. 

The mat catalog contains 51 mats in one, 
two and three-column sizes which can be 
obtained free of charge by writing to the 
firm at 70 Ship St., Providence 1. 


Ronson Announces Reduction 
In Price of Electric Shaver 


Ronson has announced a price reduction 
in its electric shaver, with leather case, 
from $28.50 retail to $22.50. The same 
model razor is available with the new 
polyethylene case for $19.95 retail. 


advertising and publicity of the offer. The | 
t 
L 


A. E. Lewis to Provide Free 
Delivery of Tableware Line 
A. Bink ad Co tne OV 


St., New York, manufacturer of ‘Floraine” 
tableware, has announced that it is now 
offering free delivery of its merchandise 
anywhere in the U. S. 


Volupte Offers Jewelry 
to Match Automobile Colors 
Volupte, Inc., 393 Fifth Ave., New York, 


is now offering jewelry and accessories in 
2-tone color combinations which match the 
color schemes of the 1955 model auto- 
mobiles. 

The firm is offering the merehandise in 
conjunction with seven manufacturers in 
other fields under the name “Car Mates.” 


The photo shows Volupte’s earrings, 





at al 


necklace, bracelet, cuff links, metal head 


band and compact. They retail for $1.95 
and $2.95. A musical compact, offering 
such tunes as “In Your Merry Oldsmobile” 
and “See the U. S. A. in Your Chevrolet” 
retails for $15. 
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New Powder Cleans, Polishes 
And Retards Silver Tarnish 


Earl L. Smit, 315 W. Sth Los 
Angeles, has introduced a new product 
which he claims will clean and polish 
silver and glass “remarkably fast.” 
~ ‘The polish, called “New Luster,” is 
caid to retard tarnish for a considerable 
length of time. After the first applica- 
tion of the polish, the luster of silver can 
he renewed merely by wiping it with a 
coft cloth, according to the firm. 
~ New Luster will also clean china, 
copper, chrome, steel and most hard sur- 
faces. Retailers and jobbers can obtain 
a sample by writing to the firm. 


bo 


Bulova Begins ‘Double Value’ 
Campaign for Two New Models 

Bulova has launched a new campaign 
with the theme “Double Value — Double 
Guarantee” to introduce its new “Minute 
Man” and “Elizabeth” models. 





\ hard-selling 3-dimensional display and 


a broadside, shown in the photo, have been 
distributed to all authorized Bulova dealers 
so they can tie-in with the national cam- 
paign. 

The “Minute Man” has a 17-jewel shock 
resistant with an unbreakable 
lifetime mainspring. The “Elizabeth” has 
a 17-jewel movement and an unbreakable 
lifetime mainspring. Both models will be 
the 270-station Bulova TV 
network. Newspaper mats for the “Double 
Value 


movement 


featured over 


Double Guarantee” campaign are 
available to dealers. 


Presto Sells Out Production 
Of New '700' Pressure Cooker 
Demand for the “700” pressure 


cooker line of National Presto Industries. 
Ine. sold 


new 


out production for April and 
May. according to an announcement by 


the firm. 


Chrysler Cars to Feature 
Benrus Self-Winding Watches 


The Chrysler Motor Corp. has an- 
nounced that the new Benrus Self-Winding 
Car-Watch is now available as a factory- 
installed accessory in its automobiles. 

\ new patented product of the Benrus 
Watch Co, the 15-jewel Self-Winding Car- 
Watch is mounted in the center of the 
steering wheel. It builds up reserve oper- 
ating power by the turning of the wheel 
as the car is being driven. 
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Paul-Reed Introduces New 
Kit for Cleaning Jewelry 


Paul-Reed, Inc., 19429 James Couzens 
Highway, Detroit, maker of “Magic Leaf” 
silver cleaner, has introduced a new kit 
for cleaning jewelry. 

The kit, the photo, 
contains a special metal which was _ re- 
searched by the Dow Chemical Co. When 
the metal is placed in a sink or dishpan 
with warm water and a 
instantly removes tarnish. 


new shown in 


detergent, it 


A jeweler’s buffing cloth is included 
for use when a higher luster is desired. 


The kit retails for 79¢. 


j 


Gilbert Introduces Plastic 
Clock With All-Luminous Face 


Gilbert Clock Corp., Winsted, Conn., 
has introduced a new all-luminous “Nite- 
Glo” clock face which combines luminous 
material with low-cost plastic. 

The clock, shown in the photo, is 
indistinguishable from an ordinary non- 
luminous clock by daylight. In the dark 
it glows with a cool, bluish white light 
which is surprisingly 
to the firm. 


intense, according 


Nite-Glo “stores up” light automatically 
in daylight or artificial light and “gives 
off’ light for 12 hours or more in the 
dark. The clocks are available in square 
or round designs, both with ivory 
They retail for $3.75. 


cases. 





Newly-Formed Import House 

To Deal in Cultured Pearls 
William Spector, former vice president 

of Pamel Import Corp., announces the 

formation of a new direct import house 


which will deal exclusively in cultured 
pearls. 

The new firm, William and Sidney 
Spector, Inc., has offices at 665 Fifth 


Ave., New York, and 25 Ichigo Chi, 1 
Chome, Shiba Koen, Minato Ju, Tokyo, 
Japan. 





| 





New Adhesive Simplifies 
Engraving of Curved Designs 
New Hermes Engraving Machine Corp., 


13-19 University Place, New York 


has 





4 


new double-faced adhesive 
with the New Hermes 


introduced a 
tape for use 
Engravograph. 

The new tape is used for engraving 
curved or angular designs on placques, 
loving cups, trophies, etc. 

The jeweler first arranges the tape in 
the correct shape and sticks it to a hard 
surface. He then places the letters on the 
tape’s second sticky surface, as shown in 
the photo. 

He then follow the adhesive-held 
template with the tracer-contrel arm of 
his New Hermes Engravograph. 


can 


Waltham Watch Introduces 
New ‘Permaforce’ Mainspring 
Waltham Watch Co. 


its own alloy 


has_ introduced 


new 


mainspring — the 





MAINSPRINGS 


(R) Unbreakable Main- 


*Permaforce 
spring’”—which will soon be available from 
Waltham material distributors. 


The mainsprings are available 
in all popular sizes and are packaged, 
as shown in the photo, in a distinctively- 
labeled box for easy identification. 

The Waltham mainspring is 
resistant, completely rust resistant and anti- 
magnetic. It is made of a Cobalt Nickel 
alloy, using Swedish steel, the formula 
for which was developed in Waltham’s 
research laboratory. 


new 


fatigue 


Pilliod Wins Top Award for 
Cabinet Advertising Campaign 


The Pilliod Cabinet Co., Swanton, Ohio, 
were recently presented with the Premier 
Award for their entry in the Annual Crea- 
tive Awards Competition of the National 
Advertising Agency Network. 
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Quentin Reynolds Highlights 
Watchmaster on NBC-TV Show 


American Time Products. Inc., manu- 
facturer of “Watchmaster” timing systems, 
recently received publicity on an NBC 
television show presented by the celebrated 





commentator and correspondent, 


author. 
Quentin Reynolds. 


The photo shows Reynolds interview- 
ing Charles H. Fetter, president of the 
firm, on the TV show. The interview was 
followed by a film showing a watch being 
tested by a Watchmaster, and illustrating 
its accuracy and importance to the 
jeweler. 

Watchmaster users within the viewing 
advised in advance so they 
the publicity through 


area were 
could 
window displays. 


tie-in with 


Other showings of the film are expected 
at later dates on approximately 80 stations 
throughout the country. 


Ronson Offers New Display 
Featuring "Windlite' Models 

Ronson is now offering a new display 
which features the “Windlite” as the ideal 
lighter for out-of-door use. 





Thy, NEW 


WINDLITE 


The display, shown in the photo, is 
12” high by 10” 
a window, counter or handing exhibit. It 
holds six “Windlites” which are fixed to 


the display in a pilfer-resistant manner. 


wide and can be used as 


The display is offered free with an 
assortment of four chromium “Windlites” 
which retail at $3.95 and $4.95. 
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Amity Boosts Leather Goods 
Discount to 50 Per Cent 


Amity Leather Products Co., West 
Bend, Wisconsin, has announced a 10 per 
cent increase in its standard 40 per cent 
discount which applies to all merchan- 
dise trademarked “Amity.” 

The new discount is made possible by 
increased production, states the firm. 
Amity, which is celebrating its 40th an- 
niversary this year. is planning a new 
merchandising display unit for July 
delivery. 


Anson's New Series Features 
‘Progress in Aviation’ Motif 

Anson has introduced a new commemora- 
tive series of attractively-styled merchan- 
dise with the theme “Progress in Avia- 
tion.” 





Cuff links and tie slides, shown in the 
photo, are available in three famous air- 


plane motifis: “Kitty Hawk,” “Spirit of 
St. Louis.” and “Bell Rocket Plane.” The 
airplanes are designed in gold plate and 
rhodium finishes which stand out in relief 
against backgrounds of black, white and 
blue enamel. 

The sets retail for $5 and come gift 
packaged with die-cut inserts calling at- 
tention to the event made famous by each 
airplane. 


Wyler Producing Full-Color 
Sound Movies for Its Dealers 


Wyler Watch Co. is now producing a 
new series of full-color, sound motion pic- 
tures which will be offered to Wyler deal- 
ers for their use in local theatre adver- 
tising. 

The photo shows Jack McCready (right). 
Wyler sales manager. discussing the film 


scripts with the producer. The firm is 


also planning to produce a series of TV 





films for Wyler jewelers to use on local 
television. 












Third U. S. Steel Promotion 
Features National Advertising 


_The third major retail Promotion }y 
U. S. Steel Corp., which js currently 
taking place, will feature 4-color spreads 
in the June issues of Ladies Home pie: 
and Farm Journal, and the summer edition 
of Bride’s Magazine. 

The promotion, called “Operation 
Shower.” is designed to “Shower The Bride 
With Gifts of Steel.” These gifts include 
cutlery, flatware, kitchen 
small appliances. 

The firm is directing two mailings 
to 5.000 leading credit jewelers (members 
of the National Jewelers Association) and 
150 manufacturers. Retailers will he 
offered promotion kits which include q 
laminated counter merchandising 
tags for use as mobiles or window dis. 
play and a merchandising book. 


utensils and 


easel, 


Syroco Publishes Catalog 
Of Decorative Accessories 


Syracuse Ornamental Co., Inc., Syracuse, 
New York, maker of “Syroco” decorative 
accessories for the home, has just publish. 
ed the 1955 edition of its catalog. 

The catalog, shown in the photo, totals 
40 pages and includes descriptions and 
illustrations of wall clocks, occasional 
clocks, wall mirrors, vanity mirrors, wall 
brackets and sconces. It also includes 
material on store and window displays and 





on advertising and promotion aids. 
A free copy of the catalog, and_ the 
obtained — by 


Syroco price list. can be 
writing to the firm. 


New Portable Electroplater 
Has Lifetime Guarantee 


A and A 
296 Atwells 


Jewelry Manufacturing Co., 
Ave., Providence 3, has in 


troduced a new. stainless. steel electro- 
plater with a lifetime guarantee. 
The new model, called the “Redi- 


Plated.” can electroplate 500-700 pieces 
per hour. It can be used on a bench or 
portable table. The model comes complete 
with solutions, rectifier and accessories. 
Its electric units carry a 90-day guarantee 
and it has a built-in thermostat approved 
by U. L. List price is $199.50. 
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News of Personnel 





Oneida Ltd. Silversmiths announces the 
appointment of Charles A. Rogier so 
export sales manager. He will be in charge 
of all export sales and merchandising. 


R. S. GRISE 





C. A. ROGLER 
Oneida Wyler 
Robert S. Grise has been appointed 


sales representative for the Wyler Watch 
Agency. Inc., in North and South Dakota, 
Wisconsin and Minnesota with headquar- 


ters in Detroit Lakes, Minnesota. 





J. F. CAMPISI 


ulova 


EMIL DE ROSA 


ulova 


Bulova Watch Co. has announced the 
appointment of Joseph F. Campisi as 
director of export sales, and Emil De 
Rosa as material sales representative for 
the material sales division. 

Mr. Campisi previously served as east- 
ern sales representative and service man- 
ager. Mr. De Rosa has 20 years’ experi- 
ence in the watch industry. 





S. O. PERRY 


Polishook 


HERMAN ACHTER 
Polishook 


K. Polishook and Son Corp. has ap- 
pointed two new sales representatives. 
Herman Achter will cover Virginia, 
Georgia, North and South Carolina, Ala- 
bama, Florida and Tennessee. Samuel O. 
Perry will cover Ohio, western Pennsy]- 
vania, West Virginia and Kentucky. 


FOR JUNE, 1955 


















The appointment of Dominick J. 
Olister as sales representative for The 
Gruen Watch Co. has been announced by 
Maury Ash, vice president in charge of 


marketing. Olister will represent Gruen 
in Alabama, Mississippi and Louisiana 


with headquarters at 3216 40th St., Ma- 
tairie, New Orleans. 


t 


D. J. OLISTER ED IMHOFF 
Gruen Sheffield 

Ed Imhoff, well-known Chicago manu- 
facturers’ representative. is now carrying 
the line of Sheffield, Inc., of Attleboro, 
Mass., comprising items in Gold Filled, 
sterling and 10K gold. He will continue 
to represent Ripley & Gowen. with whom 
he has been associated for more than 40 
years. 


Jacob Karlan, president of Karlan & 
Bleicher, Inc.. New York. maker of “Per- 
fect” rings and ring findings, announces 
the appointment of Paul Karlan to the 
firm’s manufacturing and production divi- 


sion. 





PAUL KARLAN 
Karlan & Bleicher 


W. V. JUDSON 
Elgin 

The appointment of William V. Judson 
as appearance design manager of the Clock 
and Timer department, General Electric 
Co., Ashland, Mass.. has been announced 
by Robert F. Finnegan, manager of prod- 
uct planning. Judson is a former director 
of design for Elgin. 


F. H. Noble & Co., 559 West 59th St.. 
Chicago, manufacturer of jewelry findings 
and display-presentation boxes, has an- 
nounced the appointment of Hugh Shel- 
ton as sales representative for the south- 
eastern area of the U. S. He will be 
calling on material dealers, wholesalers 
and manufacturing jewelers. 








Milhenning Introduces Novel 
"Book’ Display for Rings 

J. Milhening Inc., Chicago, has intro- 
duced a _ novel display unit for _ its 
“Cherished” line of engagement and wed- 
ding rings. 





shown 


The unit, 


in the photo, is a 
gold stamped, red leatherette facsimile 
book tray. Each dealer’s name is stamped 
inside the cover. 

The new package offers effective ex- 
clusion of dust, easy stacking for storage 
and can be used either as a counter or 
window display. 


New Plant Will Consolidate 
Parker's Canadian Operation 


Parker Pen Co. has announced that it 
will open a new plant in Toronto, Canada, 
on July 25. The new factory will consoli- 
date all the firm’s Canadian manufacturing 
and office facilities located in To- 
ronto and London, Ontario. 


now 





M. R. (Max) Denham has been ap- 
pointed sales representative in western 
Oklahoma and Kansas for Norvell Mar- 
cum Co.. Tulsa. Oklahoma. Denham. for- 
merly with C. & E. Marshall Co.. Inc., 
will make his headquarters in Oklahoma 
City. 


Harold Seader, manufacturers’ repre- 
sentative in the New England area, is 
now showing the lines produced by the 
White Manufacturing Co. of North Attle- 
boro, Mass. The firm’s production includes 
Gold Filled sterling silver and a cultured 
pearl line. 


WEST BRYSON 
Jacoby-Bender 





Jacoby-Bender, 
J-B watch attachments, has 
the appointment of West Bryson as sales 
representative for the Pacific Coast and 
far western territory. Bryson was formerly 


with W. R. Cobb, Inc. 


manufacturer of 
announced 


Inc., 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additienal words, 10 cents per 
word. Heavy type $6.00; additional words 23 
cents per word. 

“Help Wanted”—“Lines Wanted” and “Side 
Lines”’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$0.00 first 25 werds; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid unnecessary correspondence men- 
tion yeur location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








SUCCESSFUL diamond ring salesman. 
Ad@ress “P., 2415,” care J C-K. 

WATCHMAKER-engraver, thoroughly ex- 
perienced on complicated watches, some 
jewelry repair and= setting. Address 
“h., 2ose, care J C-K. 


BOOKKEEPER, full charge, all vhases 
office procedure, highly qualified and 
experienced: New York City. Address 
"h., 2216, care J C-k, 


SALESMAN, part time retail jewelry 
store: all around experience: Metropoli- 
tan New York. Address “V., 2441," care 
J ©-K, 


EXPERIENCED engraver and chaser on 
wedding rings and mountings, can also 
operate lathe: Metropolitan area. Ad- 


dress “‘P., 2436,” care J C-K. 





DIAMOND salesman, young man, five 
years’ experience, seeks position with 
diamond importer. Address ‘‘M., 2298,” 
care J C-K. 


A-1 WATCHMAKER, good ring. sizer, 
complete new shanking and jewelry re- 


pairing, desires permanent. position. 
Herschel England, P. O. Box 383, Rome, 
Ga. 


JEWELER and diamond setter able to 
sell diamonds and watches: 48: mar- 
ried: personable: presently employed; 
desiring a change. Address “P., 2462,” 
care J C-K. 


SALESMAN 10 years retail credit jewelry 
experience, good promotion man, wishes 
position in Southern California. Ad- 
adress “F., 2487," care J C-K. 


WATCHMAKER, six years’ experience, 
school graduate, age 32, married, de- 
sires position in Northwest Ohio or 
Southern Michigan. Richard Sneary, 
506 Clark Bldg., Pittsburgh 22, Pa. 
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BOOKKEEPER - accountant, credits, col- 
lections, costs, inventory records, and 
every phase of jewelry business, out- 
standing record with leading concerns. 
Address “‘F., 2425,” care J C-K. 


MANAGER, 25 years’ experience all 
phases credit business with both small 
and large chains, desires connection 
with progressive, growing concern or 
chain. Address “J., 2428,” care J C-K. 


MANAGER-salesman, executive ability, 25 
years’ experience, familiar every phase 
cash and credit business, desires affilia- 
tion in South with reliable concern. Ad- 
dress “F'., 2472,” care J C-K. 


SALESMAN, retail jewelry store; seeks 
challenging position; knowledge and ex- 
perience all phases cash-credit opera- 
tion; New York City or vicinity. Ad- 
dress ‘‘T., 2440,” care J C-K. 


JEWELER, 12 years’ experience on plati- 
num, gold; can do light special orders 
and repairing; some setting; wishes 
position; moderate salary. Address “N., 
2434,” care J C-K. 


STONE setter, for plant work; settings 
as hammered-in, burnished-in or point; 
high school and college rings carefully 
set. John McMullen, 15 Hillside Ave., 
Providence, R. I. 


WATCHMAKER, 17 years’ experience, 
school graduate: finest references; 39 
years old; salary $100 week or per- 
centage with guarantee. Address “D, 
2122,” care J C-K. 


AN opportunity for a live wire firm to 
secure the services of buyer, showroom 
salesman, wholesale or retail experi- 
ence, employed last position 14 years. 
Address “D., 2280,” care J C-K. 


MANAGER, top salesman, thorough 
knowledge all phases of retail jew- 
elry; gemology studied; would pre- 
fer store in South; presently em- 
ployed; married. Address “J., 
2376,” care J C-K. 


SALES manager, position desired by 
salesman 36, currently selling top 
name brand watch line; accustomed 
earnings $18,000 to $21,000; must 
be sound organization. Address “T., 
2417,” care J C-K. 

BOOKKEEPER (female) full charge: ex- 
perienced all phases diamond and _ pre- 
cious stone office: extremely capable; 

efficient, trustworthy, personable: Man- 

hattan only. Address “A., 2478," care 

J C-K. 


FRONTMAN available reputable store 
Northern Jersey, Manhattan or lMastern 
Pennsylvania; exceptional sales engi- 

neering ability diamonds, watches, kin- 

dred lines; reference. Address “G., 

2473,” care J C-K. 


WATCHMAKER, experienced, age 36, 
married, desires permanent position with 
reliable jewelry store; only interested 
in quality work; can give reference; 
South or Southwest. Address “I.., 2452," 
care J C-K. 





BOOKKEEPER - secretary, attractive 
young lady, experienced diamond and 
jewelry lines including sales showroom ; 
top level skills; assume responsibility : 
A-1 references. Address ‘“M., 2459," 
care J C-K. 


MANUFACTURER, having sold factory, 
after 15 years in own business, desires 
position with wholesale or manufactur- 
ing concern, capable of taking charge of 
entire business operation regardless of 
size. Address ‘“‘P., 2484,” care J C-N. 


LEADING counterman available succes. 
ful credit jewelers; highest qualified 
sales guaranteed ; expert handling turn 
overs or adjustments diplomatically - oa 
49; bondable. Address “‘N,, 2414.” ‘Gx 
J C-K. . 


YOUNG man, 26 years old, eight years’ 
experience retail jewelry, silver, China 
crystal, desires position with chance for 
advancement; presently manager store 
grossing $65,000; prefer wholesale sales 


Address “D., 2367,” care J C-K. 


GENTLEMAN, well known for many 
years among manufacturers of jey. 
elry and silverware; personal con. 
tact with tops using precious metals; 
capable salesman, publicity; refer. 
ences the best. Address “E., 269,” 
care J C-K. 

LOS ANGELES; now employed by class 
retailer; diamonds, watches, jewelry: 
experienced independent, chain, leased 
departments; buyer, supervising man. 





ager, merchandiser, salesman: seeks 
betterment. Address “G., 2426,” care 
J C-K. 


LONG ISLAND watchmaker wants posi- 
tion in jewelry or department store, per. 
centage basis: have all own equipment, 
tools tech bench, material and crystal 
systems. Howard Simon, Lake Ronkon- 
koma, New York. (Tel. 9-9702) 


EXPERIENCED diamond jewelry sales- 
man wishes to connect with high class 
jeweler in fine following: speak fluent 
Spanish and French: at present con- 
nected with Park Avenue New York 
jeweler; interested in making a change 
Address “A., 2489,” care J C-K. 


MANAGER-salesman: age 37: married; 
complete experience in all phases man- 
aging cash and credit jewelry stores 
seeks position with reputable Jewelry 
concern offering permanent position with 
future; prefer South-Southeast. Address 
“A... 0444." Care J CK. 


YOUNG, experienced retail jewelry sales- 
man, ambitious, aggressive, with driv- 
ing initiative, cash and credit training, 
Gemologist, seeking that ‘ideal’ job. 
steady position important: managerial 
qualities ; prefer New Jersey, New York 
location. Address “B., 2445,” care J C-K 


MANAGER: 25 years’ thorough experi- 
ence all phases credit jewelry business 
top flight salesman, buying, merchan- 
dising, window trimming, ete., Can_as- 
sume full responsibility ; Southern Cali- 
fornia preferred: presently employed 
Address “I.., 2337,” care J C-K. 


OLD time type watchmaker, sober and 
worker, wants job where he doesn't have 
to wait on customers: handle all kinds 
watches. most jewelry work, stone set- 
ting and engraving, all good work; 45 
vears old; prefer Florida, Midsouth or 
Southwest : will work as straight wateh- 

» 


‘maker, Address “K., 2377,” care J C-K. 


LIEETATL salesman, manager, age 34, thor- 

oughly qualified for jewelry establish- 
ment, desires permanent connection New 
York area; valuable diamond knowl- 
edge, extensive watch, jewelry experi- 
ence; personable, conscientious ; excel- 
lent references. Address “H., 2465, 
care J C-K. 


TWENTY-FIVE years’ experience super: 
vising quality repairs; top technical 
ability and training on Vacheron, Patek, 
International, chronographs, ete., all 
types of part duplication ; gentleman of 
fine morals, habits and education. 
Southern location with quality _ store 
only; absolute minimum $125. Address 
“B., 2447,” care J C-K. 
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speak louder than words” can 
eS full responsibility ; Eastern 
Seaboard preferred. Address “B., 2168, 
care J C-K. 
EE 
e 
Lines Wanted 
SALESMAN, wants a costume jewelry line 


that is well established for Southeastern 
States. Address “F., 2215,”" care ao CK. 


pe short 
for lennsylvania, 
ton, New Ingland and New 
strong following wen be ‘tter 


jewelry line wanted 
Maryland, Washing- 
York State; 
retail jewel- 


ers. Address “F., 2371,” care J C-K. 
ee ns 
SALESMAN covering Midwest (major 
cities) 15 years, calling on fine jewelry 
stores, better credit stores, department 
stores; commission, drawing. Address 


“p,, 2461,” care J C-K. 


SALESMAN, 10 years with one concern, 
wants manufacturer's line for better 
jewelers in Eastern States on commis- 
sion; only top line will be considered. 
Address “N., 2460,” care J C-K. 


LONG established Los Angeles repre- 
sentative covering manufacturers, 
wholesalers, brokers, chain stores, 
Denver West, wants connection with 
reputable loose goods house, Ad- 


dress “M., 2413,” care i C-K. 








WEST COAST saniitaeil well estab- 
lish retail clientele, desires non- 
conflicting factory line; interested 
mainly in mounting or fine wed- 
ding ring line. Address “A., 2391,” 
care J C-K. 


SALESMAN’'S | line 
jewelry or gift 
stores, jewelry stores, gift 
States of Minnesota, Wisconsin, 
Kastern part of North Dakota, 
Dakota, Nebraska. Address “G., 
care J C-K. 


side line 
department 
shops, ete.: 
lowa, 
South 
2492,” 


wanted ; 
line, tor 


MANUFACTURING representative selling 
to jobbers and department stores wants 
silver or chrome line from progressive 
factory; New York and Eastern Sea- 
board; commission. Address ‘‘C., 2479,” 
care J C-K. 


LOOSE diamonds w: ee: on consignment 


basis by reputable California whole- 
saler who carries diamond mountings ; 
have nice following and best bank and 
trade references. Address “D., 2449,” 


care J C-K., 


SALESMAN, 28, married, 


presently em- 

ployed, eight vears diamond ring busi- 

Ness ; ambitious, aggressive, desires sell- 

Ing position with good future ; some fol- 

lowing Northeast; can start at once 
Address ‘“‘A., 2446," care J C-K. 

MANUFACTURER’S representative, resi- 


dent Los Angeles, graduate A.G.S. eall- 
Ing on fine jewelry stores with one line 
10 years Denver West, desires additional 
good line, particularly interested in 
Platinum mountings or fine jewelry. Ad- 
dress “‘N., 2380,” care J C-K. 


HARD 


working, producing salesman, es- 


tablished following among finest stores 
in Southeast, 25 years traveling experi- 
ence, wants line of sterling or plated 


novelties well made and priced right; 


no costume jewelry ; have contacts and 
“know how” for profitable results ; com- 
mission. Address “B., 2423,” care J C-K. 


FOR JUNE, 1955 


| SALESMAN, Chicago 

Midwest territory extensively, 20 years 
successful, diversified sales experience, 
| department and jewelry stores, jobbers: 
high type, aggressive representative, de- 
sires established, reputable manufactur- 


resident, covering 


er’s line: exclusive territory arrange- 
ment. Address “‘N., 2483,” care J C-K. 
WANTED line non-conflicting with 


high class diamond watch and ring 
line now being carried in Virginia, 
North Carolina, South Carolina, 
| Georgia, Florida, Alabama, Missis- 
sippi, Louisiana, Tennessee; estab- 
lished following among highest 
class jewelry stores in this area for 
past 1] years; your line must be of 
compact nature; can provide best 
references; can take line July. Ad- 


dress “G., 2488.” 








Sa tee enema 


Side Lines 














WANTED; manufacturer's representative 
to sell our products in addition to your 
regular line. Write, Penny Pendleton, 
Inc., 153 N. Meramec, St. Louis 5, Mo. 


SALESMAN wanted by 
14K gold fancy 
m ountings, 
mission 
J C-K. 


manufacturer of 
ring mountings and pin 
for the Middle West; com- 
basis. Address “E., 2150," care 


STRIKING original hand enamel earring 
line available to live wire jobber who 
appreciates highest quality merchandise. 
Shirlee, 108-02 72nd Ave., Forest Hill, 
N. Y 


SALESMAN, to 


jewelry _ line, 


sell exclusive men’s 
bands, straps, costume 
jewelry, boxes, findings, ete., good 
opener: promotional prices. Address 
“H., 2474,” care J C-K. 


SALESMIEN wanted to sell hand painted 
sterling enameled jewelry,  barrettes, 
bracelets, brooches, ete.; 20% commis- 
sion. F. A. Hermann Co., 20 Belmont 
Place, Meirose Highlands, J:ass. 





SALESMEN with retail following to 


| feature full religious jewelry line at 


competitive prices; 12144% straight 
commission; Southwest, Midwest, 
Northwest territories open. Address 


“W., 2442,” care J C-K 


SALESMAN, 


representing manufacturing 
jewelers, 


West and Southwest territory, 


to carry a fine line of ladies’ 14K gold 
hand pierced wedding bands, matched 
sets and fancy rings. Address “EE 


2370," care J C-K. 


WANTED; an experienced salesman for 
the Middle West, to carry a well made 
and popular priced fancy ring mounting 
line; worthwhile commission; territory 
now open. Address “G., 2451, care 
J C-K. 


SALESMAN with retail following, watch 
bands, different, top grade; high com- 
mission; New England; Washington, 
D. C., Baltimore; Ohio, Indiana, Michi- 
gan. Cromwell International, _Inc., 800 


Fifth Ave., Brooklyn 32, N. 


| SALESMAN, having following among bet- 


ter department, specialty and jewelry 
stores, to carry a fine manufacturer's 
rhinestone and pearl line; territories 
New York, New Jersey and — 
vania. Address “R., 2261,” care J C-K. 


SALESMEN to carry exclusive side 
line of ladies’ 14K gold bracelet 
watches and gents’ watch attach- 
ments, to wholesalers; all territories 
open; commission basis; give full 
details. Address “G., 2373,” care 
J C-K. 





SALESMEN for profitable side line of 
custom made genuine leather hand fin- 
ished watch straps; only men with es- 
tablished following in department and 
jewelry stores need apply; state terri- 
tory you now cover when applying. Ad- 
dress ‘ ‘K., 2430,” care J C-K 


WANTED 
better 
small 
men’s 


salesman, with a following of 
stores, to carry a_ side line; 
but profitable, of a well known 
stone ring line; sold direct manu- 


facturer to retailer; replies kept con- 
fidential. Address “C., 2195, care 
J C-K. 

LEADING mounting line for West Coast 


jobbers from established manufacturer, 
is offered to a hard working producing 
salesman; can have one or two other 
secondary lines; drawing against com- 
mission if desired. Address “N., 2339,” 
care J C-K 





SALESMEN wanted with jewelry and 
department store following, to carry 
a line of ladies’ fine diamond and 
cultured pearl jewelry; excellent 
territories open; liberal commission 
basis; give full details; replies con- 


fidential. 





Address “*M., 2482,” care 
jJ C-K. 
SALESMEN, with following among better 


jewelry, chain and department stores 
to carry a popular priced and very sal- 
able line of brass costume jewelry, in- 
cluding an exceptional line of men’s 
jewelry; several territories open: vol- 
ume desired: 12% commission. Address 
“G., 2405,” care J C-K. 


MUSIC boxes, cages with mechanical sing- 
ing birds, whistling carved figures, on 
commission, side line; all are on higher 
price level and salable only to the finest 
shops; prefer salesman who starts from 
New York, covering many States. Spon- 


holz, 770 Madison Ave., New York 21, 
N. Y 
SALESMAN wanted; manufacturer of 


popular priced line silver plated hollow- 
ware is open for good representation 
for New England States; State of Penn- 
sylvania and New York State (except 
Greater New York); straight commis- 
sior ; no objection to one side line. Ad- 
dress “R., 2341,” care J C-K 


SALESMEN wanted, for Pacific West 
Coast and Mountain States territories, 
manufacturer of popular pric -ed line sil- 
ver plated hollowware, is open for good 
representation, line well known; straight 


commission ; no objection to one or two 
side lines. Address “B., 22907, care 
J C-K. 





SALESMAN wanted with following to 
sell line of karat gold and diamond 
rings for well established manu- 
facturer with active accounts in 
New England; wonderful proposi- 
tion for right man; give full par- 
ticulars first letter; replies confi- 
dential. Address “D., 2470,” care 
J C-K. 





(Continued on page 162) 













(Continued from page 161) 





SIDE LINES—Continued 




















































































































SALESMEN wanted with non-conflict- 
ing lines for Middle West, residing 
in Chicago; also salesmen, for 
South, to carry manufacturers’ com- 
plete and fine line of ladies’ 14K 
gold fancy mountings and wedding 
rings; submit detailed and full par- 
ticulars in first letter. Address “‘J., 
2475,” care J C-K. 


SALESMAN, to represent a jewelry manu- 
facturer with a side line of wedding 
rings, mountings, engagement rings, em- 
blems, etc.; strictly commission basis; 
fast selling line, and a better line; one 
familiar with the States of Tennessee, 
Georgia, Alabama and Kentucky; give 
information in detail. Address “V., 
2408," care J C-K. : 


SALESMAN who has been dealing with 
ladies’ white gold watch cases. and at- 
tachments for diamonds, to represent 
manufacturer of such in New York and 
East Coast Area to wholesalers and 
large retail establishments; line out- 
standing popular priced; highly promo- 


tional; commission basis: write giving 
full details. Address ‘‘U., 2418,’ care 
J C-K. 


HIGH grade salesmen wanted with fol- 
lowing among fine jewelers, department 
and leather goods stores with proven 
sales record, to sell custom quality 
leather watch straps and sterling silver 
comb and file sets in fine leather cases; 
ean be handled in conjunction with non- 
conflicting lines on a commission basis; 
most territories open. Address “H., 
2455,” care J C-K. 


SALESMAN wanted to sell fine qual- 
ity, nationally advertised line of 
sterling silver flatware, hollowware 
and pewter, for Texas, Louisiana, 
Oklahoma, Colorado, Arkansas, New 
Mexico and Kansas; must carry re- 
lated lines, sell to better jewelry 
and department stores; write giv- 
ing full details; The Stieff Co., 
Wyman Park Driveway, Baltimore 


11, Md. 


MONEY-MAKING, compact side line for 
jewelry salesmen with retail following: 
sell dynamic Vari-Gem gold stone rings, 
only ring in which retail jeweler him- 
self (in his own store) can interchange 
and securely reset birthstones in 60 sec- 
onds; following States are open: Michi- 
gan, North and South Carolina, Vir- 
ginia, West Virginia, Pennsylvania (ex- 


cept Metropolitan Philadelphia area), 
New Jersey, New York City, New York 
State and New England area; excellent 


commission ; supply references and ¢x- 
perience; confidential. D. Pfeffer Co., 
106 Fulton St., New York City. 











Help Wanted 








WANTED, two A-1 
centage, basis only. 
eare J C-K. 


watchmakers: per- 
Address “T., 1460," 


WANTED: A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” care 
a t-ik. 


JEWIKLER, who is able to do some stone 
setting : good wages for the right man; 
give full information in detail. Address 
“Q., 2407,” care J C-K 
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YOUNG man, wanted, 21 years of age, 
with retail jewelry store experience and 
full speaking knowledge of Spanish. Ad- 
dress “‘C., 2365,” care J C-K. 





JEWELER, diamond setter, experi- 
enced; large, well equipped, air- 
conditioned shop; old established 
retail store; permanent employment. 


H. Post & Sons, Decatur, andl 





WANTED; combination watchmaker- 
engraver; one who has had 15 years 
experience, or more; good pay and 
permanent position. Phillip’s Broth- 
ers, Inc., tontey, Va. 


IENGRAVER;: must have some knowledge 
of enamel cutting and some ornamental 
experience; permanent position. Fred 
3uehn Co., 233 Post St., San Francisco 
8,. Calif. 





EXPERIENCED salesman wanted to man- 
age credit jewelry store in Toledo, Ohio: 
opportunities to advance: all re plies con- 
fidential. Address “R., 2431,” care 
J C-K. 


JEWELER, good mechanic, able to de- 
velop good styles; age from 30 to 40; 
fine opportunity for a capable man; 
write in detail. Address “Z., 24538,” care 
J ©-5. 


JEWELER, with mechanical ability, one 
who can make prices and take charge 
of a small shop; fine opportunity for a 
capable man; answer in detail. Address 
“J., 2406,” care J C-K. 


SALESMAN, experienced, aggressive man 


for retail cash-credit store; good op- 
portunity ; permanent; state salary and 


Klausner, 428 
srooklyn, N.. ¥: 


previous experience. 
Knickerbocker Ave., 


WANTED; lady assistant 
gift and art department, including flat 
silverware: permanent position; write 
all particulars. Phillip’s Brothers, Inc., 
Lynchburg, Va. 


manager, in 





SALESMAN; excellent opportunity for 
an experienced diamond ring sales- 
man with a retail following; all in- 
quiries held in strictest confidence. 
Untermeyer, Robbins & Co., 136 
W. 52nd St., New York. 


PARTNER wanted; must be experienced 
on platinum and gold polishing and all 
phases of plating; this is a wonderful 
opportunity to live in Miami, Florida; 
moderate investment required. Address 

“H., 2493,” care J C-K. 


OPPORTUNITY for young, aggressive 
salesman with some knowledge of win- 
dow trimming for credit jeweler in 
Southern Ohio: give age and experi- 
ence ; — Address “J., 2457,° 
care J C- 


DISTRIBUTORS and sales agents wanted 
to sell imported German amberite cos- 
tume jewelry in every State; territories 


guaranteed: information: Victor Leh- 
man, orem 1538 N.W. 15th St. Rd., 
Miami , Fla. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
J C-% 


SALESMAN, for old established Mid- 
dle West territory, in which there is 
a considerable following, to repre- 
sent nationally known ring house, 
diamonds and colored stones; reply 
in confidence. Address “*A., 2467,” 
eare J C-K. 





JEWELRY salesman, wholesale 





CHICAGO and States Illinois, Wigeonc; 
Missouri, salesman to represent consi, 
lished firm manufacturing sterling fn’: 
ware — hollowware nationally F ~~ 
tised ; represented in finer jewelr a 
partment stores ; 10% commission’ > 
dress “C., 2448,” care J C-K. Ad. 


WATCHMAKER:; 
capable, desiring permanent 
with leading Ww: isconsin 
cellent opportunity ; 
ence, references and 
first letter. 

C-K. 


experienced, reliable. 


Position 
jeweler : eX. 
state age, experi. 
salary. ocesired ir 
Address "Cc 


75, care 


SALESMAN wanted Mid-Atlantie States, 
capable of selling nationally advertis d 
ring line to wholesalers and large retail 
chains; must have experience jn me} 
chandising of diamond rings: only 
highly qualified man need apply for this 
exce lle ant opportunity. Address “fF 
2424,” care J C-K. 


; > Suaran- 
tee $400 monthly plus mileage and ex. 
pense and bonus; wants only hard 
worker who is well acquainted in Miq- 
West territory with proven sales record 
give full de “tails first letter ; confidentia|, 
Address “‘T., 2384," care J C-K, 


WATCH and clock salesmen with fol. 
lowing among retailers wanted by 
importers of low priced, 17 jewel, 
Swiss watch line and imported clocks 
(400 day, cuckoo, desk, alarm and 
musical) for New York State, the 
Middle West, Texas, ete. Address 
“H., 2427.” care J C-K. 


SALESMAN wanted with following to 
sell line of karat gold and diamond 
rings for well established manufac. 
turer with active accounts in New 
England; wonderful proposition for 
right man; give full particulars first 
letter; replies confidential. Address 
“E., 2471,” care J C-K. 


WATCHMAKER;: a rapidly growing 
watch department in high grade store 
requires additional watchmakers; only 
good mechanics thoroughly experienced 
on better grade movements should ap- 
ply: position is absolutely permanent; 
personal interview will be arranged 
M. Meyer, Jeweler, Marion, Ind. 





SALESMAN, with retail following better 
stores in New England or Southeastern 
States, with non-conflicting line, to rep- 
resent firm well established in other ter- 
ritories ; well made 10 and 14K synthetic 
and genuine stone set rings; one case 
only ; straight commission. Address "A,, 
2362,” care J C-K. 


EXPERIENCED diamond or jewelry 
salesman for large fine jewelry 
‘store; excellent opportunity for 
high type young man who can event- 
ually qualify for a managerial posi- 
tion in locally owned organization; 
five-day week; state details. Lux, 
Bond & Green, Inc., 70 Pratt St., 
Hartford, Conn. 


EXCEPTIONAL opportunity for suc- 
cessful salesman having definite fol- 
lowing with costume jewelry buyers 
in department stores, jewelry stores, 
specialty stores throughout New 
England where we have established 
accounts; liberal commissions; 
strictest confidence maintained. Ad- 


dress “D., 2395,” care J C-K. 
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FOR JUNE, 1955 


sALESMEN wanted to represent manu- 

“acturer of gold-filled and sterling line 
of packaged costume jewelry; must 
nave following among better stores ; one 
sample case; prices competitive ; terri- 
tories open: Chicago and suburbs, New 
York, South, Ohio, _Indiana, Kentucky, 
Missouri and Illinois. Bert Marks Co., 
131 Washington St., Providence, R. 1. 


SS 


SALES representatives _ wanted by na- 

tionally known manufacturer of com- 
prehensive line of hollowware and flat- 
ware in solid, beautifully golden col- 
ored metal; several territories still open 
for aggressive salesmen with following 
among department stores, jewelry and 
vift stores; commission basis. Address 
“E,, 2396," care s C=K. 





SALESMAN; wonderful opportunity 
in Ohio to increase your earnings; 
old established Ohio jewelry chain 
has opening for two young, 25 to 
44, live wire, retail credit jewelry 
salesmen; good earnings, advance- 
ments and pension plan; please 
give full details which will be held 
in strict confidence. Address “R., 
2382.” care J C-K. 


SALESMAN; manufacturer of gold 
and gold filled jewelry celebrating 
its 50th anniversary has established 
territory available; excellent  op- 
portunity for high calibre man eall- 
ing on better retail jewelers and de- 
partment stores in Kansas, Missouri, 
lowa; all replies confidential. A & Z 
Chain Co., 116 Chestnut St., Provi- 
dence, R. I. 


RETAIL salesman; permanent position 
for qualified diamond and watch sales- 
man in high type cash and credit store: 
one of oldest and largest stores in the 
Midwest; salary commensurate with 
ability; opportunity for advancement: 
give all information regarding experi- 
ence, previous positions and expected 
salary; all replies confidential. Address 
“M., 2379,” care J C-K. 


EXCELLENT opportunity for outstanding 
salesman experienced in calling on fine 
retail jewelers in Wisconsin, Illinois, 
Indiana, Michigan, Ohio, Pennsylvania, 
West Virginia, Kentucky, to sell fine 
line of diamond rings, diamond wateh 
attachments, ‘“Add-4-Link”; your reply 
will be held in complete confidence. 
Kaspar & Esh, Inec., 126 W. 46th St., 
New York 36, N. Y. 


ADVERTISING manager wanted; we are 
a New York ring manufacturer selling 
a nationally advertised line to wholesal- 
ers and chains; the man we are seeking 
must have jewelry promotion experience 
on the retail level: this is a top position 
for a qualified individual; please state 
background and experience in a com- 
plete resumé. Address “C., 2402,” care 
J C-K. 


JEWELRY buyer; large St. Louis whole- 
sale firm needs experienced jewelry 
buyer; salary open depending upon 
background and ability ; good opportun- 
ity for permanent future with nation- 
ally known progressive firm in business 
since 1891; kindly send complete resumé 
Stating age, experience, education and 
salary ; replies strictly confidential. Ad- 
dress “S,, 2383,” care J C-K. 


SALESMAN wanted for Southwest by 


nationally known manufacturer of 
diamond ring mountings and en- 
graved wedding rings selling to job- 
bers and chains; we want experi- 
enced man only with established 
following and record of successful 
sales for this important, completely 
merchandised line; replies confi- 
orm Address “K., 2412,” care 


MANAGER ; for new high volume store 


we intend opening very shortly; 
must be thoroughly experienced in 
every phase of store management; 
if you’re between 35 and 50 and 
looking for a very well paid, per- 
manent, happy association, write in 
confidence at once; we have three 
stores now and growing, growing. 
Ed. Freed, Alpert’s, 111 E. Water 
St., Elmira, N. Y. 


SALESMAN for Illinois (except Chicago), 


Indiana, Missouri, Kansas, Iowa, Minne- 
sota, Wisconsin, The Dakotas: prefer 
younger man with one other quality line 
calling on retail jewelers and depart- 
ment stores: moderate sized line finest 
quality sterling rhinestone with many 
established accounts ; commission basis: 
protected territory : give experience, line 
earried. Otis Co., 36 Garnet St., Provi- 
dence 3, R. TI. 


JEWELRY buyer; well established, top 


flight credit jewelry chain in Michig:in 
has opening for a jewelry and promo- 
tion buyer; must have at least 10 years’ 
experience, and be capable of merchan- 
dising all departments, including promo- 
tional; age 35 to 50; highest salary and 
contract available; state history past 10 
years as to position held and salary de- 
sired: replies held strictly confidential. 
Address “W., 2389,” care J C-K. 


SALES representative wanted by estab- 


lished nationally known watch com- 
pany; outstanding quality product 
handled by retail jewelers only; op- 
portunity for two qualified men with 
experience and following in (1) 
Kentucky, Ohio, Pennsylvania and 
(2) Southern States; drawing 
against commission; side line may 
be considered; give full details in 
first letter. Address “H., 2374,” 
eare J C-K. 


EXCEPTIONAL opportunity; diamond 


ring house, well known to the re- 
tail trade, has an opening for a 
salesman with established following 
in the industrial Midwest territory; 
we have established trade for many 
years in the territory yielding to 
date $15,000 to $20,000 per annum 
income; liberal commissions and 
liberal drawing against commissions 
to the right man. Address “J., 


2411,” care J C-K. 





COSTUME jewelry salesman acquainted 


with department, jewelry and specialty 
shop buyers for Mississippi, Tennessee, 
Alabama, Georgia, North and South 
Carolina, Florida territory: nationally 
advertised, guaranteed for life, original 
rhinestone line made by 33 year expe- 
rienced, reliable manufacturer; 12% 
commission; protected territory: prefer 
resident traveling by car; give full par- 
ticulars first letter. talph Singer Co., 
656 N. Western Ave., Chicago 12, TI. 


OLD, reliable and progressive wholesale 


jewelry and supply dealer firm wants 
experienced jewelry salesman with es- 
tablished accounts among better retail 
jewelers in Indiana and Illinois terri- 
tory: this is an opportunity to make a 
permanent connection where your ex- 
perience and ability will produce a splen- 
did income with congenial working con- 
ditions; replies will be confidential: 
please give details in first letter. Ad- 
dress “T.., 2254,” care J C-K. 


SALESMAN: experienced, to sell a high 
vrade gold filled and _ sterling silver 
staple costume jewelry line to the re- 
tail, credit and department stores; we 
have one of the finest Florentine filigree 
jewelry lines that is sold direct: age 
from 25-45 years: perhaps you are now 
employed where you are limited in the 
way of advancement; we offer you a 
wonderful opportunity to increase your 
earnings; territories open: Midwest 
Ohio vicinity as well as Michigan, Penn- 
svlvania, Texas, Southeast such as 
Florida, Georgia, North Carolina, South 
Carolina, also New England States: es- 
tablished concern with no objection two 
one non-conflicting side line; please fur- 
nish complete details as to background 
and experience which will be held in 
strict confidence; we pay 15% commis- 
sion on the net sales. Address “P’., 
2381,” care J C-K. 





——- 


For Sale 


Stores, Stocks and Businesses 











FOR SALE, cash jewelry store: good 
reputation: within 35 miles of New York 
City; established over 35 years. Ad- 
dress “V., 2386,” care J C-K. 





JEWELRY store, 9% x 40 ft., Radio City 
Section, New York; very busy on repair 
of watches, clocks, jewelry; owner re- 
tiring. Address “R., 2416,” care J C-K. 








JEWELRY and optical business, busy 


thoroughfare in Ridgewood, L. I.; sacri- 
fice $3500; excellent opportunity. He 3- 
7131, New York, or address “R., 2463,” 


care J C-K. 





IMPORTER of exclusive line 14K sterling 
and G.F. smoker articles and other gift 
items wishes to sell his nationally dis- 
tributing business, due to retirement. 
Address “G., 2429,” care J C-K. 





ESTABLISHED San Francisco Peninsula 
jewelry store: seven, five ft. matched 
walnut cases; two safes; inventory, fix- 
tures approximately $3500; low rental ; 
population 10,000. Address “C., 2469,° 
care J C-K. 





BEAUTIFUL store in a thriving town Up- 
state New York; excellent location and 
lease: opportunity for ambitious man 
with $20-25,000: will do $100,000. Ad- 


dress “A., 2363,” care J C-K 





LONG ISLAND’S oldest cash and credit 
store: volume $100,000; top lines, low 
inventory; two-man _ operation; top 
moneymaker; forced to sell. Address 
“N. Y., 2225,” care J C-K. 








READY to move into; fully equipped mod- 
ern jewelry store; choice location, 
famed Monterey, California; fast grow- 
ing resort and military area; no stock 
to buy : exceptionally good deal. Address 
“A., 2422,” care J C-K. 





EXTREMELY profitable credit jewelry 
store located in heavy industrial town 
in Central New Jersey ; located in 100% 
location with modern front and fixtures ; 
ean be purchased for $5000. Address 
“M., 2433,” care J C-K. 











RETAIL jewelry store and watch repair 
business; one man operation; 100% lo- 
cation, no competition, college town in 
large rural area; Northeastern Okla- 
homa: owner has other interests. Ad- 
dress “F., 2400,” care J C-K 





EXCLUSIVE shop; established in Miami, 
Florida’s finest hotel; beautifully equip- 
ped, fine stock, attractive lease; shows 
good profit; other interests; approxi- 
mately $35,000 to handle. Address “C., 
2393,” care J C-K. 


(Continued on page 164) 
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FOR SALE—Continued 

































































































FOR SALE; well established jewelry and 
gift store; quality stock, attractive fix- 
tures, fine repair department: one of the 
best locations in rapidly growing Colo- 
rado Springs; owner wishes to retire. 
Address “N., 1603,” care J C-K. 





WATERTOWN, New York: growing with 
the St. Lawrence Seaway, population 
45,000; modern credit jewelry store es- 
tablished 18 years: no inventory, excel- 

' lent location and lease; timing is per- 
fect; we have good reason for selling. 
Address “R., 2399," care J C-K. 


MODERN cash jewelry store, established 
10 years, Seattle, Washington; No. 1 
corner location ; fine clean stock, modern 
fixtures; enjoying Al reputation in dis- 


trict; owner has other interests; $18,009 
will handle everything. Address ‘“H., 


2410,” care J C-K. 


100% business location, established jew- 
elry store; $35,000 to $50,000 >yearly 
volume; A-l reputation; air condi- 

a tioned; Southern Pennsylvania; long 
" lease ; reasonable rent; nationally adver- 
o tised lines. Address “K., 2253,” care 
“at J C-K. 


FOR SALE, one of the best and well es- 
tablished cash stores on Long Island, 
New York; A-1l reputation: excellent lo- 
cation; volume $75,000 with only two 


%? P e 
employees; can be tripled by encourag- 
ing credit; modern front; air-condition- 
ed: low rent: inventory $35,000; very 
clean stock. Address “E., 2496," care 

J C-K. 

: , 

’ NORTH CAROLINA; one of the best 


towns in Piedmont, North Carolina, 
25,000 population; 100% location, 
volume of $80,000 to $100,000, 
Se good installments, annually; estab- 

lished over five years; will sell at a 
= reasonable figure; must sell because 
+ of owner’s health; modern new 
front, air conditioned. Address “L, 


2431,” care J C-K. 


~ 


‘REDIT jewelry store for sale; beau- 
tifully equipped ; good reputation ; stand- 
ard brand line; capitol city of N. E. 
State; accounts receivable in excess of 
$20,000, inventory approximately $22,- 
000; good watch repairing business; will 
sell with or without inventory; would 
consider partnership with option to buy 
outright; reason for selling owner has 
other interests that require attention. 
Address “B., 2392,” care J C-K. 








For Sale 


a oa 
Tools, Equipments 
ear a 3 











USED tools, benches, lathes, cleaning ma- 
chines, staking tools, ete. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 

JEWELERS’ drop hammers for sale, also 

jewelry safes with jewelers’ drawers. 

Mike Krasilousky, 426 Lafayette Ave., 

Brooklyn 38, N. Y. Sterling 3-7712. 


JEWELERS’ safes, exact size to fit a 
Holmes cabinet, $190 each; guaranteed 
in perfect condition. Mike Krasilousky, 
426 Lafayette Ave., Brooklyn 38, N. Y. 
Sterling 38-7712. 


TOOLS, equipment, 


complete new  plat- 
ing plant, gold, 


silver, nickel, copper, 
hundreds buffs, scratch brushes, sup- 
plies, three new Green rectifiers, buff- 
ers,’ vats, $3,000: write details. Moses 
George Jewelry, Thibodaux, La. 






COMPLETE set jewelry store fixtures, in- 


cluding wall cases, floor cases, combina- 
tion air conditioner and heater and 
safe; beautiful linoleum floor; building 
remodeled recently; attractive location, 
can be leased at $100 per month in 
town of 8,000; one other small jeweler 
in town; exceptional opportunity for 
jeweler. Snyder Jewelers, 111 Madison 
Ave., Memphis, Tenn. 


—————— 


Business Opportunities 








ANTHONY J. 


DON E. 


RAISE cash; A Miles flat sale guaran- 


COLMES 





HVERY EFFORT is made by The Jewel- 


ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annowunce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Neystone. 


GORDON BROTHERS, oldest and 


largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


See page 149, Thomas J. Faussett, 


Auctioneer, 521 Fleming St., How- 


well, Mich. 


Gregory, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago, Ill. 26. 


"ANTED on consignment: jewelry or 
gift items for an established jewelry 
store. Cirals Credit Jewelers, 1344 FE. 
55th St., Chicago 15, Ill 


RAISE cash immediately through a 


dignified auction sale. Colmes & 
Brill, auctioneers and appraisers, 
45 W. 45th St., New York; see our 
display ad page 147. 


KNAPP, specializing in a digni- 
fied and ethical auction service for jew- 


elers. Write or wire, Don E. Knapp, 
1804 Willow Cirele, Colorado Springs, 
Colo. 


JEWELRY manufacturer, many years in 


business, is desirous of a partner or will 
sell outright: would require a down 
payment of $100,000; very fine oppor- 
tunity. Address “T., 2409,” care J C-K. 


lees quick action and cash at a 
profit; sales planned to meet your 
individual needs. Marty Miles Sales, 
Inc., 711 Texas St., Shreveport, La, 


Telephone 3-8667. 


BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade reference, Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 


PARTNER wanted; must be experienced 


on platinum and gold polishing and all 
phases of plating; this is a wonderful 
opportunity to live in Miami, Florida; 
moderate investment required. Address 
“H., 2494,” care J C-K. 





PAWNSHOP wanted; established, prefer 


South; kindly state inventory, sales, 
pledges, interest rates, all pertinent 
data: strictly confidential; (might con- 
sider partnership). Address “P., 2340,” 
care J C-K. 
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CASH for your store, regardless 
amount; if you really want i. a 
now and get the highest dollar at 
wire or phone R. A. Zanone & Co. 
81 Madison Bldg., Suite 701.2.3° 
Memphis, Tenn. Phone 5-0660, ” 


SAMUEL GANSBURG will buy your 
plus or entire stock and fixtures ‘ 
estates for cash; my direct outlet 
ables me to pay you higher prices: 
and trade references of the h 
character. Write, 15-17 Maiden Lane 
New York. Telephone Rector 92-5998” 


or 


fe ata $$ 


SALESMAN partner; an outstanding 
nationally known ring manufacturer 
would consider engaging in a part. 
nership arrangement with a dia. 
mond ring salesman of proven cap. 
abilities; investment requirements 
secondary to ability; write giving 
full particulars in first letter; lj 
replies strictly confidential. Ad. 


dress “W., 2419,” care J C-K, 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel. 
ers endorsing our methods of op. 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Wilson Sales 
System, 420 Madison Ave., New 
York, Telephone Plaza _ 8-2110. 
> Ta tg 


AFFILIATED auctioneers, 30 years’ 
experience conducting successful 
auctions and promotional sales in 
area from 1000 to 7,000,000 popu- 
lation; most modern methods of ad- 
vertising drawn up to suit your in- 
dividual operation; exploitation 
ideas that create buyers interest; we 
furnish everything; yes, even 
money; best of trade references. Af- 
filiated Auctioneers, 217-02 Jamaica 
Ave., Jamaica, N. Y. 


I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; | will take 
stock over as a going, going-out- 
of-business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 


31 W. 47th St, Suite 901, New 
York, N. Y. 
DO you need cash? Examine our 


guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 


their thankful letters are in_ our 
Wire, 


files for your inspection. 
write or telephone. Manny Silver 
man, of Silverman Sales _ Enter- 


prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693; 


See page 83 for additional details. 
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Wanted to Purchase 











CASH for used watchmakers’ and jewei- 
‘ers’ tools, lathes, cleaning macaines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 138, Calif. 


ESTABLISHED jewelry s 
name lines; good location and lease ; 
preference to Illinois ; replies confiden- 

tial. Address “Y., 2448,” care J C-K. 


store, handling 


JEWELRY store grossing around $50,000 ; 
preter West Coast; replies confidential ; 
give details in first letter. Address “Y., 
2390,” care J C-K. 


CASH for watches, Movements, solid gold 
cases, Watchmakers’ athes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, Ill. 


STERLING silver flatwear and 
brand watches ; 


|! \ standard 
immediate payment or 


estimate by return mail; references 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 908 


Langford Bldg., Miami, Fla. 


$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, 
stocks, or complete stocks; 
scrap gold, silver and 
check by return mail. 
Dunn & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 
ton, Texas. 


excess 
also 
platinum; 
References: 


WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, ete.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 





WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 108 
Beale Ave., Memphis, Tenn. 


FOR JUNE, 1955 








Watch Work, etc., for 
the Trade 








FINE watch repairing for the trade since 
1925; prompt mail service; work guar- 
anteed. Manhattan Watch Repair Co., 
21 Maiden Lane, New York, N. Y. 


WATCH repairs, satisfaction, service, sav- 
ings, Watchmaster service; price list 
supplied on request. G. S. Watch Re- 
pair. 918% Main St. Mt. Vernon, Ill. 





QUALITY watch repairing is our spe- 
cialty; rated concerns find our ser- 
vice most satisfactory; we welcome 
your inquiries. Oscar Aron, 62 W. 
47th St., New York, N. Y. 


RELIABLE, dependable, guaranteed watch 
and travel clock repairs, chronographs, 
automatics a specialty; prices on re- 
quest. Alfred Schmidt, 88-24 78th St., 
Woodhaven 21, Long Island, N. Y. 


ONE week’s service; one year guaranty; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
Lowey, 48 W. 48th St., New York 36, 
N. Y. 


DISSATISFIED? Change now: finest 
watch repairing, reasonable rates, every 
tenth watch cleaned free; free prices 
and mailing containers. Burkan Co., 669 
Manhattan Avenue, Brooklyn 22, N. Y. 


SPECIALIZING in repairing chronographs 
and all types of watches: all watches 
timed by the Watchmaster; guaranteed 
service. I. Altay, 22 W. 48th St., New 
York 36, N. Y. 


BOSTON, Mass.; expert 
watch repairing; 


and guaranteed 
Watchmaster tested; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co, 
109-B Summer St., Tel. Hu 2-9547. 


COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week's ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 


CHRONOGRAPHS cleaned, $6.50, postage 
prepaid; competitive prices on all re- 
pairs on request: Watchmaster timed ; 
week service; year guarantee. Time 
Craftsmen, 35 S. 13th St., Philadelphia 
” > 


MODERN watch repair service ; humidity 
controlled, dust free shop; staff of 
highly qualified experienced repairmen ; 
work electronically timed and adjusted ; 
automatic and chronograph watches eur 
specialty; waterproof watches sealed 
in condensation free air; 5-day service ; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Lenona Ave., 
Chicago 30, Il. 


ETHICAL watch repairing; no usual 
trade shop short cut methods; qual- 
ity work by our experienced staff 
of skilled watchmakers insures profit 
and customer satisfaction; enlarged 
modern service facilities offers the 
most complete electronically timed 
overhaul for only $3; over 15 years 
of timely mail watch repair service; 


other work on complicated and 
chronographs moderately priced. 
Embassy Of Time, 6037 Irving 


Park, Chicago 34, Ill. 











To Let 








BENCH space to sublet to watchmaker or 
polisher. 48 W. 48th St., Room 1001, 
New York City. 





SMALL jewelry shop, or part, for rent at 
64 West 48th St., New York City; refer- 
ence required. Address “B., 2468,” care 
J C-K. 


Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY on gold, silver, or plati- 


num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 56, 
Brightmoor Station. Detroit 23, Mich. 


JEWELRY repairs, diamond setting, spe- 


cial orders, 24 hour service on sizing 
and minor repairs: volume accounts 


only. M Kaplan, 179% Jay St., Schenec- 
tady, N. Y. 


LAPRITE polishers, 93 Nassau St., 
New York City 38; our reputation 
for dependability and quality is 
well known in production polishing 
of gold and platinum rings; special 
attention to mail orders. 


TWENTY-SEVEN years’ experience in 
dependable, consistently superior 
personalized engraving service for 
the trade; we'll meet your dead 
lines if humanly possible. Karl Al- 
brecht, 1411 Walnut St., Philadel- 
phia 2, Pa. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 








Miscellaneous 





WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 








Information Wanted 








URGENT: anyone knowing the where- 
abouts of David Planter, jeweler, model 
maker, please contact his family. R. 
Greenberg, 1800 Ave. “L,” Brooklyn, 
N. Y. Phone Long Beach 6-7184. 
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Fair Trade Given Serious Consideration in 


Talks at Convention of Wisconsin RJA 


Tne Wisconsin Retail Jewelers Associa- 
tion, at its 49th annual convention, re- 
elected, with one exception, its entire slate 
of officers and directors for the ensuing 
year. The association met April 24 through 
26 at the Hotel Pfister in Milwaukee. 

Re-elected as officers were: Harry T. 
Blum, Madison, president; C. J. Cauwen- 

' bergh, Green Bay, vice president; Ben W. 
Heald, Thiensville, executive secretary, and 
E. F. Waldhier, Beaver Dam, treasurer. 

The board of directors includes: M. J. 
Anshus, Mondovi; “Chet” Hubbard, Ken- 
osha; Chas. Cumicek, Seymour; Milt 
Dalin, West Allis; Harmon McCarthy, 


Neenah; Arthur C. Hentschel, Milwaukee; 
and Henry Spiegel, Manitowoc, who re- 
places M. J. Hupka of Appleton. 


ing Co., where the entire group was taken 
on a tour of the brewery and_ provided 
with a buffet luncheon, courtesy of the 
Miller people, discussed the inroads made 
by discount houses, bad advertising and 
fake sales. He then dwelt at length on 
the recent successes obtained at both 
Kenosha and Appleton, where joint suits 
were utilized by retailers as a weapon 
against fair trade violators. 

“Give your customers what they want,” 
suggested G. P. Karle, assistant advertising 
manager of the W. A. Sheaffer Pen Co.. 
who illustrated his point by relating the 
various experiences encountered by _ re- 
search surveys. He said that many firms 
continue to try and sell their products by 
using a slogan which is meaningless. “Give 





Newly elected officers and directors of the Wisconsin RJA posed for this photo at their 

recent convention in Milwaukee. Seated, left to right, are: Harry T. Blum, president; C. W. 

Cauwenbergh, vice president; B. W. Heald, executive secretary, and E. F. Waldhier, trea- 

surer, Standing, left to right, are the following board members: Charles Cumicek, Harmon 
McCarthy, “Chet'' Hubbard, Mel Anshus. and Art Hentschel. 


Approximately 300 persons attended the 
opening session to hear an address by 
Mrs. Gladys Babson Hannaford of N. W. 
Ayer & Son, Inc., New York. She paid 
a special tribute to association secretary 
Ben Heald for arranging her 22-city Wis- 
consin tour, where she had an opportunity 
to present her usual discourse on diamonds. 
With a gentle prod, she chided those who 
continued to use cracker-barrel methods, 
and asserted that this was one of the rea- 
sons why they were losing out on their 
share of the business to be secured. 

Mrs. Hannaford concluded with the 
thought that jewelers and their wives 
should wear diamonds on every occasion 
possible—thus advertising their own busi- 
ness. 

Ben Heald, speaking at the Miller Brew- 
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them something that they can associate 
themselves with,” said Mr. Karle, “by 
using an approach which appeals to the 
masses.” He showed a number of slides 
and films, and explained how they could 
be used on television. Elaborating on pro- 
gram. costs:and -techniques, he showed his 
audience how they too could make their 
advertising dollar go farther through the 
use of television. 

“The National Point of View” was the 
theme taken by Maurice Adelsheim, Jr.. 
who reported on the functions of the Amer- 
ican National Retail Jewelers Association, 
and asked local members to take more in- 
terest in the organization’s activities. 

Attorney Gen. Vernon W. Thompson, a 
substitute speaker for Assemblyman Mark 
S. Catlin, Jr.. who was in Nevada to ob- 








serve an atomic test, urged the 


: jewelers 
lo become better acquainted with and tak 
e 


a more active part in local 
eral government affairs. 

Richard M. Rice of Milwaukee. att 
for the Wisconsin RJA, who has repre. 
sented fair trade manufacturers and fe. 
tailer groups in obtaining eight fair trade 
restraining orders, discussed the legal as. 
pects of joint suits. He was followed hy 
M. J. Hupka, Appleton jeweler, who out. 
lined the procedure taken by jewelers in 
that town when they instituted a joint {air 
trade suit. 

George Engelhard, publisher of Nationg 
Jeweler, spoke of fair trade practices, and 


» State and feq. 


orney 


‘held’ that‘ enforcement: of. fair trade. is -im. 


portant to the national economy. Rice. 
Hupka and Engelhard all took an active 
part in a panel session which followed 
their talks. 

Madison, Wis., was chosen as the site 
for the association’s 1956 convention. The 
annual convention banquet drew approxi. 
mately 600, including a large number of 
manufacturers’ and wholesalers’ represen. 


tatives. 


Jewelry Credit Group Hears 
Address by Firstenberg 


The Jewelry Credit Group of the New 
York Credit and Financial Management 
Association has started a new policy at 
their monthly meetings. Each month, one 
member will lead the discussion on a 
credit problem of the jewelry industry. 

The group’s last meeting was led by 
Irving Firstenberg of L. Luria & Son, Ine., 
whose discussion covered collection meth- 
ods and procedures. He outlined those 
that he uses in his own department, after 
which the rest of the members gave ex- 
amples of their own methods. 

Guest speaker at the group’s next meet- 
ing will be S. D. Caruana, credit manager 
of the Jacques Kreisler Mfg. Co. The title 
of his talk will be “The Credit Department 
—Its Organization and Functions.” 


Andersen Succeeds Johnson 
As President of Oregon RJA 


The Oregon Retail Jewelers Association 
has elected Axel Andersen as its president, 
succeeding William R. Johnson. 

‘Others elected were: First Vice President, 
John Tobin, Oregon City; Second Vice 
President, Martin Zell, Portland; Secre- 
tary-Treasurer, Lynn Paul, Portland; Ex- 
ecutive Secretary, Edward N. Weinbaum, 
Portland; and Board Chairman, William 
R. Johnson, Portland. 

Named as new directors were: Willis 
Bell, Astoria; Lee Davenport, Robert G. 
Molin, John Nielsen and Nate Packouz, 
all of Portland; Don E. Davis, Rainier; 
Harold P. Fifer, Redmond; Henry Gerard, 
Pendleton; Rex Hamaker, Eugene: Wil: 
liam C. Hoffman, Coos Bay; William 
Konick, Corvallis, and Allan Stevens, 
Salem. 
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Can We Afford the Use of Gimmicks? 









































This story begins with a communication we received the other day from a jeweler 
in Irvington, N. J. His note was attached to a circular letter he had received from 
a company offering the jeweler a sales promotion gimmick. (What a disgusting 
connotation that word has. ) 


This particular, insidious device was offered as a means of selling watches. It 
consisted of a printed card 3 x 6 inches with two open notches, each about two 
inches from the upper left hand corner—one on the top edge, the other on the left 
side. These notches.served to hold diagonally on the card, a cheap, tin (popcorn- 
novelty-type) toy watch, by means of a red rayon elastic watchband. The card, and 
its attached gimcrack, which was offered in quantities to the jeweler for ‘ “promotion” 
screamed on the first line, “This Watch is worth up to $25.50 in cash as a Trade-in 
on any watch in our stock.” 


Now we ask, isn’t it time the jewelry industry stopped looking for carnival gim- 
micks as substitutes for honest, sincere, worthwhile merchandising? Haven’t we had 
enough spurious coupon books—juvenile diamond-contests and phony trade-in sales? 





How long can we go on tolerating such abuses of public confidence—how long 
can we permit these insults to the public’s intelligence and sti!l enjoy the respect 
which most people have for the jeweler as a merchant of high integrity? 


Certainly, there are times when slow business tempts a jeweler to “try anything.” 
Certainly, there are times when it is frustrating to see individual customers falling 
for cut-price appeals of discount houses, club purchasing groups and the mislead- 
ing advertising of a competitor. But are gimmicks like that toy watch and its “tin- 
horn” offer going to bring lasting improvement to the jewelers employing them? 


RR Ba rs percents 


It would appear to us that any such devices employed by a jeweler, should be 
paid for by the discount houses in his community. What more effective “evidence” 
could be given to the public, that the markup of the jeweler is, as the discount 
house suggests, exorbitantly high? 


Thus, not only the jeweler using such gimmicks, but every jeweler in the com- 
munity, eventually suffers from such thoughtlessly lazy “merchandising.” 


So, we would like to make the following suggestion: When offered a surefire 
gimmick, with “angles,” ask yourself, “‘Would the immediate business this might 
bring me, be more than offset through the loss of public confidence, by the retali- 
ation of competitors, and the deterioration of my own ingenuity, initiative, energy, 
and self-respect? Should I apply my energy some other way?” 


If your answers are yes—and you resist the use of the device—we believe you 
have made the right step toward a business with a future and you have met the 
obligation which you tacitly accepted when you hung out your shingle, claiming 
to be a member of that select group of ethical merchants called—‘Jewelers.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 















Two exclusive - “extras” 


The new, new Flair pattern itself sells Flair on 
sight. But there’s MORE than just new pattern 
beauty in your Flair selling kit! 


for extra sales! 





Balanced place settings! 





No other line in modern silverplate offers it. 
Only Flair has it! Note how each of the pieces 
which belong on the left side of the dinner 
plate are designed to curve foward the pieces 
on the right side. Result: a vew kind of table- 





setting “balance”—an important new feature 


co show every silverware customer! 





Beautiful matching holloware! 





Exclusive with Flair! Really modern holloware 
pieces, each designed to serve more than one 
purpose—designed to meet today’s living needs. 
Note too, how the graceful styling reflects the 
beauty of Flair flatware. Ey ery silverware 
prospect will be interested. 






TWO more reasons why 
you'll break 


sales records with 


in 1847 ROGERS BROS. 


America’s Finest Silverplate 


Made only by The International Silver Company 


STONE 








The baby boom can mean 


booming business for you! 


weer 


Four million babies in ’54...a record-breaking You'll find tempting gifts ... packaged for eye 


number! Even more predicted this year! A rec- appeal...at prices to please every purse... in 
ord-breaking opportunity for sales of baby items! seemachn iinet waitalitls oni communes 


For every new baby has hosts of relatives and ONEIDA COMMUNITY* SILVERPLATE 
friends looking for baby gifts. And every month 1881) ROGERS SILVERPLATE 

. : mee | by Oneida Ltd. Silversmiths 

is'‘a big month baby-wise! 


See-your Oneida representative or wholesaler . .. and stock a full selection. 
| Get your share of this booming market .. . now! , 


ONEIDA LTD. 


SILVERSMITHS 


- *Trademarks of Onéida;ttd., Oneida, N.Y. | 





